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Rough Proofs 


It looks as if that new five-suit 
bridge game is going to be very 
popular, but Ely Culbertson points 
out that most people are still hav- 
ing plenty of trouble with four. 
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Just to make sure that he would 
have an adequate audience for his 
Thursday evening fireside chat, 
President Roosevelt picked the hour 
usually made merry for radio lis- 
teners by Bing Crosby. 
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Of course, if the President feels 
that he is seriously slipping in pop- 
ularity, he should have hesitated to 
deprive Crosby fans of their favor- 
ite radio fare. 
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Life’s experience with its pre-natal 
pictorial presentation suggests that 
everybody loves a baby, but not so 
much during the first nine months. 


vv¥eegy¥ 


There’s adventure in salesman- 
ship, asserts Herb Metz, especially 
during lean times. Fearless Daniel 
Boones of the order-book know the 
thrill of tracing the elusive buyer 
to his lair. 
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The advertising manager of Jack 
Dempsey’s Sport Magazine refers to 
his boss as “Mr. Dempsey.” He 
must have him confused with a 
business tycoon and art lover named 
John Joseph Tunney. 
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“20,000 Women Keep Check on 
General Foods.”—News Item. 

Don’t forget the millions of men 
who indulge in a general food check 
three times a day. 
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General Motors was the largest 
user of newspaper space in 1937, 
8O maybe those rumors about van- 
ishing automotive linage were a 
trifle exaggerated. 


vvey 


Sons of General Motors dealers, to 
whom the peculiarities of the auto- 
mobile business are now being ex- 
plained, may want to know why it is 
their dads have to make three sales 
for one profit. 
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Just as a study of the busy little 
housewife shows that she makes 
more racket in her kitchen than a 
dozen motor trucks backfiring in 
wison, G-E comes along with the 
Cute idea of a super-noiseless elec- 
tric fan for the home. 
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You can now buy an authoritative 
book, written by an attorney, on 
Legal Phases of Advertising.” But 
don’t tell your lawyer for a while 
ne that you’re not going to need 

_ 
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National 


advertisers worrying 
Over the 


"tt tough pronunciation prob- 

ea Presented by their favorite 

pa may sympathize with the 

je Paign managers who in Chi- 

mae battle of the century pro- 
*d Jarecki against Prystalski. 


Copy Cus. 


‘Hoof to Consumer’ Is New Meat Slogan 


VOTE TO REPORT 
FOOD, DRUG BILL 
DESPITE CRITICS 


Rocky Road Ahead for Dis- 
puted Measure 


Washington, D. C., April 12.—In a 
surprise move late today, the House 
Interstate and Foreign Commerce 
Committee, for the second time 
within a month, voted to report S. 5, 
the Copeland food and drug bill, 
despite sharp criticism of the meas- 
ure by Secretary of Agriculture Wal- 
lace, whose Pure Food and Drug 
Administration would enforce the 
law. 

No record vote was taken as Chair- 
man Lea drove hard near the end of 
the day’s session to thwart minority 
opposition to the chief controversial 
provision, and the one to which Sec- 
retary Wallace objects so strenuously 
—the court review sectior. 

Despite this new lease on life, the 
Copeland bill faces the probability of 
slow death. “Vhile it will probably 
pass the House, the bill ¥.:% then go 
to conference, which has been the 
graveyard of food and drug legisla- 
tion for several years. There is time 
for House passage of the measure 
before adjournment, but it is far 
from certain that the bill could run 
the gauntlet of conference and sur- 

(Continued on Page 29) 


15 Makers of 
Resort Wear 
Band Together 


New York, April 14.— More than 
100 full page newspaper advertise- 
ments, from coast to coast, will 
usher in a new name in Ameri- 
can fashion April 24, when leading 
department stores fire the opening 
shot in a late spring, summer and 
fall campaign for Bragozzo fashions, 
sponsored by 15 non-competing 
manufacturers of beach and resort 
wear. Alvin Gardner, president of 
Gardner-Rothschild, Inc., New York, 
has been appointed promotion coun- 
selor and coordinator. 

In addition to the newspaper cam- 
paign, which will run for at least five 
consecutive weeks following the 
opening, elaborate point-of-purchase 
material will be employed, as well 
as spreads in Vogue. Direct mail 
literature will also be released. The 
Bragozzo group includes both wo- 
men’s and children’s clothes. 


DIRECTORY OF FEATURES 


EE iy engin d's shee de wh 12 
Basic Business Index........... 28 
Coming Conventions ....... 24 
Earnings of Advertisers ....... 24 
ee Ebr 5% wale 6 12 
Getting Personal ............ 22 
Information for Advertisers... 12 
Photographic Review of the 
Ae ees Pe 31 
IR 6 on vxhir wires oese 1 
Voice of the Advertiser....... 16 


Advertising 
Cartoon Has 
New York Agog 


New York, April 14—Competing 
for public attention with the most 
lavish stage, night club and film pro- 
ductions that have graced Broadway 
in many years, a spectacular crying 
the wares of Browne Vintners Com- 
pany, Inc., has stolen the show along 
the great white way during the past 
few months and plays to standing 
room only, seven nights in the week. 

Located on the east side of Broad- 
way at 46th street, the sign has 
caused, to date, 15 rumpled fen- 
ders, the detailing of a special police- 
man to keep the crowds moving, 
greatly increased consumption of cof- 
fee in the automat whose windows 
command a ringside view, and untold 
publicity for Wilson whisky, the 
product advertised. 


Adventures of Cats 


A new animation process which 
gives the audience complete skits on 
a screen two stories high, is the 
secret of the sign’s success. The 
story of Tommy Kat and Kitty is 
the current opus and reveals the two 
involved in kidnapping and other 


MOVIE IN LIGHTS 


hair-raising adventures, al. of which "fe 


eall for a drink of Wilson whisky 
from time to time by Tommy. The 
skits, five to ten minutes in duration, 
are played continuously throughout 
the evening. The stories are changed 
every. month, usually being slanted 
toward some topical subject. 

To produce the show the char- 
acters themselves are drawn in se- 
quence, as in any animated carton, 
but in solid geometric figures. The 
drawings are then photographed and 
projected by a regular projector on 
the back of the screen. The screen is 
composed of 2,000 photo-electric cells 
which go on and off to form the 
pattern of the figures. The effect is 
the same as an animated cartoon. 

The spectacular has attracted such 
attention during the current theatri- 
cal season that it received a tribute 
from another showman, Eddie Dow- 
ling, producer of “Shadow & Sub- 
stance,” a current Broadway hit. 

The sign was constructed by Doug- 
las Leigh, who has exclusive Amer- 
ican patents to the process. White- 
Lowell Company, Inc., is the adver- 
tising agency. 


Big Size Plan 
Held Gold Mine 
By Admiracion 


New York, April 14.—The obvious, 
but neglected strategy of emphasiz- 
ing savings made by consumers, and 
extra profits by retailers, in the sale 
of “larger sizes” of nationally adver- 
tised products has proved a sensa- 
tional success for Admiracion Labo- 
ratories, Inc., Harrison, N. J., Walter 
S. Jenkins, sales manager, said today. 
The company has accorded the plan 
a brief, but convincing test. Its sen- 
timent will be indicated by emphasis 
on the idea in forthcoming advertis- 
ing in national magazines. 

With retailers enthusiastic about 

(Continued on Page 8) 


Last Minute News Flashes 


Quaker Oats’ Mutffets to Mitchell-Faust 


Chicago, April 15.—Quaker Oats Company today appointed Mitchell- 


Faust Advertising Company as 
biscuits. 


its agency 
L. L. Weld is account executive. 


for Muffets, whole wheat 


“Simplicity” to Change Name to “Prevue” 
New York, April 15.—Effective with the September issue, Simplicity 
Magazine will change its name to Prevue. The typography and paper 
stock will be changed, and four-color process covers introduced. 


Steele Resigns as Ditto Sales Manager 
Chicago, April 15.—Resignation of A. N. Steele as general sales man- 
ager, and appointment of Arthur Westphal to the post were announced 


today by Ditto, Inc., world’s largest manufacturer of duplicators. 


Mr. 


Steele was formerly advertising manager of Standard Oil of Indiana. Mr. 
Westphal has been with Marshall Field & Co. 


Wilson Brothers Appoint Salem Baskin 
Chicago, April 15.—Knox Armstrong, advertising manager, Wilson 
Brothers, today announced appointment of Salem N. Baskin Advertising 
Agency to handle its account, effective July 1. 


REFRIGERATED 
LOCKERS KEY 
TO NEW PLAN 


21 States Adopt Revolution- 
ary System 


Chicago, April 14.—Direct distri- 
bution of meat products from the 
hoofs of animals to consumers in 
neighboring cities through the me- 
dium of cooperative or privately 
owned “refrigerated locker plants” 
has developed to the stage where 
meat packers are looking askance 
and trade associations in many fields 
are making intensive study of the 
potentialities. 

The august United States Depart- 
ment of Agriculture recently took at 
least passing cognizance of this new 
distribution system by defining a 
cold storage locker as “a safety de- 
posit box kept in a room with a 
temperature mear zero Fahrenheit 
where families may freeze and store 
food supplies which have been grown 
at home or bought.” 
~ Whetke. ~cfle 
frigeration plants were first to cdh- 
ceive the idea is not known. A sur- 
vey by Apvertisinc AcE reveals the 
surprising fact that 2,500 refrigerated 
locker plants have sprung up in 21 
states, offering the public an aggre- 
gate capacity of 850,000 lockers, each 
capable of storing from 250 to 300 
pounds of meat or other perishable 
products, to be withdrawn by lessors 
as their needs require. 

The cost of these lockers is about 
$10 a year. The owners assert that 
the plan saves from $50 to $100 a 
year for a family of five persons. 


Financing Is Easy 


New capital is being poured into 
erection of buildings to house these 
lockers, it is asserted. Financing is 
usually by local interests—often by 
cooperative organizations which bor- 
row money from the Farm Credit 
Administration. 

In numerous cases, local ice com- 
panies, creameries and cold storage 
piants have added refrigerated lock- 
er units as adjuncts of their regular 
businesses and have hired the neces- 
sary service employes to do the 
butchering, wrapping, and care-tak- 
ing. 

County farm groups have long fos- 
tered the promotion of local units to 
aid farmers who are both producers 
of the live stock and consumers of 
the processed meat after treatment 
and storage in refrigerated locker 
plants. State agricultural organiza- 
tions and the American Farm Bu- 
reau Federation are confining their 
interest in the movement to watching 
developments and reporting to their 
respective constituencies on methods 


and results of operation of typical 
plants. 


Local Butchers Suffer 


The Institute of American Meat 
Packers reports that its members, 
large packing interests, are indiffer- 
ent to the “locker” development at 
present, because local slaughtering 
and marketing of animals does not 
adversely affect major operations of 
the packing companies. However, lo- 


cal butchers in rural communities 
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have suffered as high as 60 per cent 
losses in retail sales. 

Paper manufacturers have  be- 
come interested to the point where 
new moisture-proof papers are being 
developed for packaging purposes, 
“to prevent, or delay drying of the 
meat during freezer storage.” 

Manufacturers of mechanical re- 
frigeration equipment and of pat- 
ented lockers are fostering the move- 
ment by every means in their power 
and predict a steady, and perhaps, 
startling, growth. 


Slaughtering on Farms 


Where plants are located in cities 
having ordinances against the slaugi*+ 
tering of animals within the city 
limits, service men from the local 
unit perform the killing operations 
on the farm and then transfer the 
carcasses to the cutting room of the 
refrigerated unit for processing. 

“Cold storage lockers are but an- 
other of the natural steps in the 
progressive task of bringing refrig- 
eration closer to farm life,” K. F. 
Warner, U. S. Department of Agri- 
culture, said in a recent bulletin. 
“The wide-spread distribution of elec- 
trical power, new mechanical equip- 
ment and improved cold-storage serv- 
ice have made possible the local use 
of these controlled temperatures by 
farmers. Seldom has any new de- 
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| New Light Thrown 
on Local-National 
Media Controversy 


New York, April 13.—A new sta- 
tistical 472-page compilation, called 
“Media Penetration Analysis,” made 
its appearance here today, attempt- 
ing to show, for the first time, the 
extent to which other than local 
media “infiltrate” into every city and 
town in the country that has a daily 
newspaper. 

After listing the population, trad- 
ing area and net paid circulation of 
each newspaper in each community, 
the analysis sets down the paid sub- 
scription figures of every “foreign” 
newspaper and leading national mag- 
azines in the same community. Fig- 
ures used for the outside publications 
do not include newsstand sales. 

The analysis will be published 
semi-annually by Coverage Publish- 
ers, Inc., 420 Lexington avenue, New 
York. S. Bernheimer is president. 


velopment caught on so rapidly and 
created so much interest in its use, 
influence and future. 

“The chief purpose of a cold stor- 
age locker is to help supply farm 


families with an adequate diet. If 
a cold storage locker can make avail- 
able a greater variety of palatable 
fresh foods, including fresh meat, it 
contributes a desirable supplement 
to the salted and canned foods now 
largely used by families who are try- 
ing to preserve an adequate supply 
of home-raised products.” 

Inspection of meats handled 
through the refrigerated lockers is 
absent. Neither is there any Official 
supervision of construction and op- 
eration of units. In Iowa, where the 
movement has spread most rapidly, 
plants are licensed under a law en- 
acted in 1912 applying to commer- 
cial refrigeration plants. Other 
states are giving consideration to 
some form of inspection. 

Concern about the proper manage- 
ment of the plants was expressed by 
W. M. O’Keefe, executive secretary, 
Association of Refrigerated Ware- 
houses, Chicago, whose membership 
consists of about 400 commercial cold 
storage establishments. 

“We are not affected by develop- 
ment of refrigerated locker units, but 
we are vitally interested in their be- 
ing managed so well that no criti- 
cism may be levelled at foods sub- 
jected to the cold-storage process,” 
said Mr. O’Keefe. “There have been 
cases where promoters did not ob- 
serve proper precautions in the han- 


INNER CALIFORNIA stands apart. 
Its three key distributing centers 
—Sacramento, Modesto, Fresno— 
are as far from San Francisco as 
Philadelphia, Wilmington and 
Baltimore are from New York. 
All three rank among the highest 
in the nation in per capita retail 
sales. You can’t ‘‘sell’” Northern 
California without including this 
great, rich Inner California trad- 
ing area—an “A” Schedule Market! 


How United States Trading Areas 
Rankin Population and Retail Sales 
Rankin Rankin 
Market Sales Population 
2, rr | 
Chicago. . 2 2 
Philadelphia 3 3 
Los Angeles a: 4 
eee ee ee. 5 
Detroit 6 6 
San Francisco . 7 9 
Pittsburgh . Ss # 
St. Louis ee <a) 4g: Oe ne 
1, Le | es © | 
Cioversoa .... ih... 10 
Washington,D.C. . 12 . . 22 
Milwaukee. . .. 13 .. 12 
Deltmore . . sw 1B. et OS 
a OE Te > re |. 
ee: | mere «| 
INNER CALIFORNIA 17. . 18 
Providence. . . . 18 . . 16 
Kansas Cit a eae 
Portland (Ore.) 20 . . 28 


The “Bee-Line to Inner California 

The “BEE” Newspapers are units 
of dominant influence in this luc- 
rative trading area. Use the BEEs* 
for successful coverage, reaching 
the top 60% of Inner California 
families. This is the on/y posstble 
way to obtain adequate daily 
newspaper coverage! 
The “Bre” Newspapers maintain 
a top rank merchandising serv- 
ice comparable to the best in the 
nation. For complete details write 
the Sacramento Bee. 


*Plus a Stockton Newspaper. 


PUBLISHING CO. 
Notiono! Representotives 
O'MARA & ORMSBEE INC 


NEW YORK + CHICAGO + BOSTON + DETROIT 
ATLANTA + SAN FRANCISCO + LOS ANGELES 


LARGEST MARKET 


IN THE NATION 


Inner California’s Only Complete 
Radio Coverage! 
Checks prove you can not cover Inner 
California adequately with San Fran- 
cisco or Los Angeles stations. . . 80% 
of its radio families listen regularly 
to these MCCLATCHY STATIONS: 


KFBK Sacramento «+ KWG Stockton 
KMJ Fresno + KERN Bakersfield 
KOH Reno, Nevada 


McClatchy Broadcasting Co. Stations 
represented nationally by the 
Paul H. Raymer Company 


New York - Chicago - Detroit * San Francisco 


THIS MEANS "MAZDA" IN JAPANESE 


Prize-winning window display of General Electric Company in recent Tokyo con- 
test sponsored by Nippon Dempo Advertising Agency. The Japanese version of 
Mazda is in the center of the circle. 


dling of locker refrigeration plants 
with the result that spoilage was fre- 
quent. 

“We want our growing baby 
brother to learn how to manage his 
business so that the welfare of the 
community and the industry will be 
promoted. Our association is in no 
way related to the new development. 
The locker refrigerated units are de- 
veloping their own trade association 
which doubtless will lift the opera- 
tion of local units to a higher level.” 


Consumption Is Increased 


Robert W. Balderston, vice-presi- 
dent of W. E. Guest & Co., engineers 
who have designed numerous plants 
now in operation, said that the use 
of the refrigerated locker system has 
increased per capita consumption of 
meat. 

“Per capita consumption was 120 
pounds for 1937, according to figures 
supplied by Thomas E. Wilson at a 
recent meeting of the Institute of 
American Meat Packers,” said Mr. 
Balderston. “A careful survey of a 
few locker plants in the Middle West 
shows an average consumption of 170 
pounds per year. The aggregate vol- 
ume of meat taken from refrigerated 
lockers is 2,000,000 pounds daily, ac- 
cording to a government estimate. 
This is equivalent to 730,000 cattle 
annually, each producing 500 pounds 
of beef, plus 1,800,000 hogs of 200 
pounds each.” 


Only 10,000 Copies of 
“Life” Lost by Ban 


Despite the furor caused by the 
“Birth of a Baby” pictures in Life 
last week, not more than 10,000 copies 
were confiscated in all, according to 
Roy V. Larsen, publisher. Local 
bans, in many cases, were instituted 
only after newsstand copies had been 
sold out, he said. Print order for the 
issue was sufficient to take care only 
“of the normal circulation of 2,040,- 
000 copies,” he added. 

Following sale of a copy of the is- 
sue to a representative of the Bronx, 
N. Y., district attorney, Mi. Larsen 
was prepared for a court hearing and 
decision on the issue. Three hundred 
public health officials of the U. S. and 
Canada, meeting in Washington, 
pen C., endorsed the niagazine’s “jour- 
nalistic enterprise” in publishing the 
pictures. They deplored the “atti- 


tude of officials” who tried to ban the 
issue. 


Technicolor Premiere 


Marked by U. S. Steel 


Before an invited audience in the 
grand ballroom of the Waldorf-Asto- 
ria Hotel, New York, U. S. Steel Cor- 
poration last Wednesday exhibited 
for the first time its new technicolor 
four-reel and one-reel educational mo- 
tion pictures, which will be distrib- 
uted to some theaters, civic groups, 
student bodies and others. 

E. R. Stettinius, Jr., chairman of 
the board, said that the films will 
play an important role in the com- 
pany’s employe and industrial rela- 
tions activities. 


Joins Four A’s 
Blackett - Sample - Hummert, Inc., 
last week was elected to membership 
in the American Association of Ad- 
vertising Agencies. ; 


Court Orders 
Pierce-Arrow 
to Liquidate 


Buffalo, April 12.—Liquidation of 
the 68-year-old Pierce-Arrow Motor 
Corporation was ordered here today 
when trustees admitted that re- 
financing plans had failed dismally. 
The order not only ends the exist- 
ence of the ancient concern, but 
makes it certain that the Postmas- 
ter General of the United States 
will not become its executive head. 

Pierce-Arrow sold 12,000 high 
priced cars in 1928, and during the 
following year had a gross volume 
of $28,000,000. After giving up manu- 
facture of heavy trucks in 1932, the 
company tried desperately to invade 
a new market with a lower price 
car. That, too, failed. In 1936 it 
entered the trailer field. 
temporary pick-up, that phase of the 
business also slumped. 


Made Bird Cages 


The company was formed by 
George N. Pierce in 1870, though 
Mr. Pierce’s ideas had no connec- 
tion with the transportation field. 
He formed the company to manu- 
facture bird cages, but eventually 
undertook the manufacture of Di- 
cycles. It shifted naturally into the 
horseless carriage field when that 
device made its appearance in the 
early part of the century. The pres- 
ent name was adopted in 1909 and 
soon came to denote quality unsur- 
passed. 

The company’s greatest prosper- 
ity came during the world war when 
it provided both trucks and passen- 
ger cars to the Allies. In 1918, 
10,000 men drew pay checks from 
Pierce-Arrow. 


Joins Frost-Landis 

J. C. Strauss has joined the New 
York office of Frost-Landis Company, 
newspaper representative. He was 
formerly connected with New York 
World-Telegram, and prior to that 
was associated with newspapers iD 
El Paso, Phoenix and Tucson. 


—— 
———— 


nl 
a RE ‘ 


dvertising secured for | 
ONE-TIME publications 


of prestige. 


$1,188,437.50 recently 
obtained in advertising and sale 
of copies on one edition. 


$217,638.40 secured iD 
advertising on another edition. 


John B. Gallagher Company 
Greenwich, Conn. - 
Tel. Greenwich 47/4 
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Think hard, efoto 


n of 
lotor FP How do you want your advertising to pay out for you in 1938. .. 
- aia . QUICK FACTS that are EYE-OPENERS 
ally, | . .. in generalities like “prestige”? . . . “consumer acceptance”? .. . 
yw : “hlanket coverage”? ee If you sell food eee 
u 
mas- ; For the establishment and maintenance of na- 
tates | ... or in sales? ; tionally advertised brands: 
neh (Beery week, over 1,350,000 Americen 80% shop for groceries personally. 
, the Home families spend 13 million dollars 94.4% entertain at home. 
— for food—and 80% shop for groceries Over a period of years, The American Home has 
, the | rsonally.) devoted more editorial linage to food than an 
pe ag y 
—_ other consumer magazine. 
36 ‘tt ‘ * » * . 61% of all grocery sales are made where 63% 
er a of The American Home families live. 
fthe # ° ° 
. — a a 7 opens a aay wearing te peuple Wen aiEy If you sell building or furnishing products... 
. ; ee ne a eee es CREDIT: 63.2% have department store 
ough Or to talk only to those who want and have to have what you sell? oan Senate, 
‘field. | RESPONSIBILITY: 80.3% have life 
sense 4 (The American Home is the buying oo _ 
tf be guide of over 1,250,000 home-makers CASH: 68% have savings eccomets, OM 7% 
'o the j ; 7 have checking accounts and investments. 
that fy -.. every page is devoted to selling the 
n the | things you sell.) If you sell drug products... 
es- 4 
9 and | 1,575,000 children to use up soap, toothpaste, 
unsur- a cod liver oil, bandages, snuffle-cures. 
osper- ; . ; ; ; 61% of all drug sales are made where 62.9% of 
when | Should you head your list with media whose chief appeal is enter- The Amesican Meese Seanilics live. 
assen- | : , , : 
tainment, drawing rich and r, taxi-dancer and dowager, fur- 
1918, g poor, ger, I ll j 
, , ' ou sell cars, gas, tires, oil... 
from nished room couples and boarding house spinsters? . . . fy » 8S, : 
: The American Home families live where they 
Or with a magazine read only by families you know are buying the vel any Tene eh 6 ate - 
Ww ° oo 7 — Average yearly mileage: 11,133 (single car 
~paly most food and furnishings . . . the most drug products and house- owners only). ne sf 
¥ werk hold equipment . . . the most of everything that’s needed and used 13.2% drive more than one car. 
Boy in homes? 37.5% buy a new one every two or three years. 
— (The American Home hand-picks your 
ZY very best prospects ... goes only to fam- 
wee | ilies who have whole households to 
ee | feed, children to raise, homes to run.) 


There’s no place like | | 
is pe Think hard, advertiser . . . this is 1938. / g is: 
gale 
. £ 4 : 
ed in 
on. This is the year to buy known markets, not unknown masses. This | 
| is the year to sell families who do buy, not people who may buy. k RICAN OME 
any 


This year, of all years. The American Home . . . with its 1,250,000 


big-need, big-spending families . . . belongs at the very top of to sell 1,2 50,000 HOME-MAKERS 


your list. without waste 


io a Big LO ai < a ae 7 j = , ee r ee he ane et aa Ns, Ws: Pe eet ae if ¢ , , alee Sa om ih om ; ot il 3 be se: Z << r- sie, 8 : “ie ‘ c age gl ’ 7 ~ . ; i. ? ) % ee " ere ee y a ‘7 
; ‘ a : . $ $ p> a <. 7 e Nis f : > rs Ec ae, z ‘ - ; a ane = P ssp 2 
oar 2 a Sok Z Bie i 5 - : ee ‘ e 
sd ; ee > apg. oe. og) wee, a ap per er TO . ' . 7 
i 4 ies Ps ee 4 re ae 53 aye eer 3 “i i 2 gst o : a Se = ies i o- wie Z - “e i Ay i eae shag. sh ee | ned a ‘ Pe + oe i a om ’ OF oc a 1. ae 2 * 
i , Ss 
— ames tne 
— CS SS 
re . 
4 . 
ae = RE Pe i. 
; PS 22-20 \16 3 
5 bad he ol ty eM ed s 
4 % Aw % 14; \ Gor aia 
a V/A NN I \ Wa et 
x ae f ‘ 9 ae 
‘ oe 2°. 10.21) B \g tie 
=e vie i wn f ; Sih ele gen ou 3 
) mo ee. 
wes aa heg te 6 it 17 4 \ ct edi 
es 311g fT 9 “al me me 
f NT 3, ~~ * 42; “ paeboie is ete ae 
; ant 2 a \. 224 _ Ae Fe 
e JS y ae 
.. : = Lie coe fet aaa 
j : Oy ae at «3 Pe = 
Fe - ‘ : WS Peet pe aa, 
i Ne. = \S | ASS Aix tae gale bias 
: eo RAMs: Sateen Ng an 
of Pt Rye ‘))) MWA \\ fale o bf JEL Be 
. Wry \ ai Sade ee Ny 
s es Fa re Cg 
ig At NLA \ Bsa eee kann % 
== Awe RAS ones 
4 Box Ng __ gee et a ae 
* eee ee BO ago og eee Me 
Fé te eed oN . ee : Eira avy oe 
~7 Soe pte ° ead Fe BN Ge af Bk) Sa ie 
be peeeae fe oe FS ap oe recom Re cae ie 
ci alnaeanmare er Bo Whig 
3 oo EC lee a eae 
« of ee ieee gor ae “hes 
ane 
; ae 
: ‘ny are 
t t 4 ae tee 
ee ra ae & 
Ses 
Ne Napa aes 
here 
les, 0) 
yrs 
4 Bi 8 
1 : Wits > 
Pe a 
ee 
y Fe wie oe re 
ese Te e 
ean Cae 
i 
nat 
7 
aie eee 
ae pene 
Mir ae 
‘pain eea es 
_ ee 
aan: 
Ae Sb ch 
oO 
oe oo 
eyed es Uae i 
: i 
nk iar 
sce a rae 
pes ayer oe 
Lr) oe ete es 
aes © aye 
a ae 
i a 
Se nen ae 
meena: 
Ie 5. 
te 5, ea maa 
at fies wey ss 
Se eae 
Sige: 
ey oe 
oe. 
ra ait 
7 1 
ea: - 
2 
| 
} 
N) 
ATIC | 
er vic? i er —- a, 
4 f 
rs eran ets 
el ele 
a ee aoe 
vhhoss, 
Cas Oi ees ae 
CU Soiree it a a ek ae a 
Wa eee ft pp al oe 4 7 . . "cae Lae 4 ties 
Bd iia! 8 be 5s ae Rt eT Pag Vohra ae ra jp Oe soa ; . a ee : wie ESS eee 
=o See J ewes tat eters ar Gy a en omele hee oF dt Se eae Rat et he mer ame foo Yee ky Pacis att Sad Cm ae cm PROT ER ee eT Spd as ec oe a eae cess Seer Pa a ash x slag age BEN nen es 
= S hy reer) zs Le ae ee Ee Se ase at ee ee hn gE 9 est Aa el CO CS SOLS, Sor ea Sc Ae AP 2c) Sa Le nea kr PO aaa ae kh oie ciate, Oba! eae Se AES 5 es ss oS a eA EO Reh gl IC 2h ar ay Dm 
: ny ha es en Pe rely ; a Sees Sh TAA gps ae Re MO EES pick, Sip MERTEN Gan ep ee eo ee ie: Bp eens REL Se Bs Ce gh Tian a 


ADVERTISING AGE 


pe, Re 


4 


April 18, 193 


7 


Run Campaign 
for Maine Corn 
in Newspapers 


Augusta, Me., April 14-—The 
Maine Canners’ Association has ap- 
proved plans for a campaign featur- 
ing State of Maine sweet corn to 
run during April, May and June. 
The program will be under the di- 
rection of the Maine Development 
Commission and its merchandising 
and advertising counselors, Brooke, 
Smith, French & Dorrance, Inc., of 
New York. Newspaper advertising 
is being scheduled for 38 newspa- 
pers in 18 of the larger cities along 
the Atlantic slope as far south as 
Washington and_ selected inland 
cities in Pennsylvania and Ohio. 


Chains to Cooperate 


Special feature of the campaign 
will be tie-up promotion of private 
brands of Maine sweet corn packed 
by members of the Maine Canners’ 
Association and controlled by chain 
stores, voluntary chains and whole- 
sale grocery jobbers. Many of 
these brands will be advertised in 
space adjoining the weekly and 
semi-weekly insertions in newspa- 


pers selected for the general cam- 
paign. 

Sturges Dorrance, president of 
the agency, said that chain store 
organizations are planning coopera- 
tive tie-ups in their own newspaper 
advertising and radio programs, 
with special window and store dis- 
plays and promotions. 

Grocery trade papers will be 
scheduled and point-of-sale advertis- 
ing and store displays will be dis- 
tributed to feature both private and 
house brands of the fancy grades of 
sweet corn packed in Maine. 

Maine sweet corn will also be ad- 
vertised in a fall campaign. Plans 
are also afoot to advertise Maine 
blueberries, accounting for 95 per 
cent of the national pack. 


Schwartz Names Agency 

Julius Schwartz & Sons, Inc., New 
York, manufacturer of student and 
boys’ clothing, has appointed Kim- 
ball, Hubbard & Powel, Inc., New 
York, to handle its advertising. Plans 
for promotion of Crown Tested 
Kenya cloth for summer wear are 
being prepared. 


Kappes Steps Up 
Carl Kappes, Jr., on the advertis- 
ing staff of Yachting, New York, has 
been appointed advertising manager, 
succeeding Walter J. Masterson, Jr., 


resigned. 


AMERICAN CAN 
SEEKS DISPLAY 
WITH $100,000 


Big Dealer Contest to Back 
Canned Beer Drive 


New York, April 13.—Holding out 
the lure of $100,000 in cash and 
prizes, American Can Company this 
week enlisted the support of 328,000 
beer retailers throughout the coun- 
try in an effort to encourage con- 
sumers to specify “in cans” when 
making beer purchases. Backing up 
the dealer drive will be a national 
magazine campaign which will mark 
the debut of a new “can character,” 
cartoon style, extolling the virtues of 
beer in Keglined containers. Inser- 
tions will appear in (Collier’s, Life, 
The New Yorker and Time, through 
the remainder of the spring, summer 
and into the fall. 

Objective of the dealer “Treasure 
Chest” contest is to secure a maxi- 


STOP. You’RE 


DRIVING ME 


YOu RE DRIVING 


ME CRAZY 


INTERESTING, SON. 
WHERE DO WE 
FIND THEM? J 


WELL SAID AND 
TRUE. TELL 
7 ME MORE 


rig 
ie 
4 Y 
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rire YEAR CLUB FUN MAP 


BEACHES, 


RS. 


MOUNTAINS, 


DESERT, STUDIOS, ORANGE 
GROVES -- BEACHES, MOUNT- 
AINS, DESERT, STUDIOS--~ 


&. marketing division, 


NO, EDGAR, 


YOU'RE DRIVING ME ! 


COVER THAT BALDISH PATE 
AND LET’S GET OUT AND 

SEE SOUTHERN pp 
DESERT RESORTS, BATHING 


OS PALL OVER ; 
7 SOUTHERN CALIFORNIA -- 


PD 


aa 


ita >> A HOLLYWOOD, PALM SPRINGS, 
LONG BEACH, BEVERLY HILLS AND 


ey a} A HUNDRED OTHER LOCALITIES. 
: masey ITS THE GREAT AREA IN WHICH 


/ 


PROSPEROUS RESIDENTS AND TOURISTS 
‘| BUY 38% OF THE LOS ANGELES MORN - 
g@ NG EXAMINER CIRCULATION WHICH 


hs ‘? 
>. 


» GOES OUTSIDE THE CITY 7 


NO! FOR MORE INFORMA 

TION YOUD BETTER CALL A 
¥ HEARST INTERNATIONAL ADVERTIS—S__ 
ING SERVICE MAN (ONE OF RODNEY = 


} 
i 


INER STORY. 


BOONES EFFICIENT FELLOWS ). THEY 
YA KNOW THIS MARKET AND THE COM-J/m 
4 PLETE LOS ANGELES MORNING oA ae 
IT'S WELL WORTH LIS- 
TENING TO, EDGAR. HOWS ABOUT IT? 


siin each establishment. 


UNSET DIAMONDS MAKE DAZZLING DISPLAY 


August Klamt builds patterns of diamonds for Bailey, Banks & Biddle Company, 
Philadelphia jeweler, police and the public jamming the sidewalks to watch him 
at his Monday chore. 


mum number of point-of-purchase 
displays featuring beer in cans. In 
addition, dealers will be urged to 
ask their beer customers: “Will you 
have it in cans?” An army of “rov- 
ing reporters,’ equipped with 
cameras, will call on dealers who 
have registered for the contest and, 
without disclosing their identity, will 
see if beer or ale in cans is displayed 
The report- 
ers will also order beer and if the 
“Will you have it in cans?” query is 
sprung, the outlet will have qualified. 
A picture of the display will be taken 
and prizes will be awarded on the 
basis of the general excellence of 
Point of purchase material. 


Overturn Old Habits 


M. V. Odquist, head of the Canco 
explained that 
the entire promotion is designed to 
meet a specific need. 

“Consumers everywhere have 
grown accustomed to the many con- 
veniences of goods in tin containers,” 
he said. “And yet, many of these con- 
sumers who prefer the same con- 


“4 veniences in their packaged beer are 


not in the habit of specifying ‘in 
,| cans,’ so that often the forces of old 
.| habit, rather than of preference, pre- 
vail.” 

Mr. Odquist emphasized the at- 
tractiveness of the prize offer to 
dealers. The opportunity for con- 
testants, he pointed out, is much 
greater than even in the largest con- 
sumer contests, inasmuch as the en- 
tire $100,000 is being offered to a 
limited group of beer retailers and 
their employes. Comparing potential 
participants with the total prize 
money offered, he observed, this con- 
test would be the equivalent of a 
consumer competition offering ‘“‘sev- 
eral million dollars.” 

The two highest cash prizes will 
be $7,500 and $5,000, while merchan- 
dise awards will include rare furs, 
jewelry, furniture, trailers, automo- 
biles, and dozens of other prizes to 
be selected from a specially prepared 
“Treasure Chest” book. All details 
of operation will be handled by Na- 
tional Tie-Ins, Inc., in conjunction 
with the Canco marketing division. 

Emphasis on dealer support this 
year marks a new approach to the 
“can conscious” problem by Ameri- 
can Can Company. Last year both 
newspapers and radio supplemented 
magazines, but the forthcoming 
effort, while representing about the 
same expenditure, leans in the direc- 
tion of point-of-purchase merchandis- 
ing. Fuller & Smith & Ross, Inc., is 
the Canco agency. 


“Women” on Newsstands 


Capitaine Publishing Company, 
New York, has expanded its distribu- 
tion policy for Women, heretofore 
available only to beauty salons by 
subscription. Beginning with the 
spring issue, out next week, copies 
will be sold on newsstands. 


Hext in New Post 


Richard G. Hext has been ap- 
pointed advertising manager of Lit- 
tleford Bros., Cincinnati, road main- 
tenance equipment. 


Quaker Radio 
Network Gets 
Big Stimulant 


Philadelphia, April 14.—The lan. 
guishing Quaker Radio Network is 
being revived along the ambitious 
plans originally mapped, as the re 
sult of a flood of political advertis- 
ing. Twenty-one stations are being 
used by six gubernatorial and Sena- 
torial candidates for weekly broad- 
casts between now and the primaries. 
The list of sponsors includes all 
shades of political opinion. 

Station WFIL, Philadelphia, is the | 
key outlet. Recently, it and WWSW, 
Pittsburgh, have been virtually the 7 
only stations hooked up for network 
broadcasts. The Quaker Network 
was organized in 1936 to provide in- 7 
tensive coverage of Pennsylvania) 
markets, but had difficulty in selling 
the idea. With political broadcasts 
adding $150,000 to the exchequers of 
the participating stations, the net- 
work may take a new lease on life. 


Alpha Delta | Sigma to 


Meet in Los Angeles 


Alpha Delta Sigma will stage its” 


first national convention in sevel | 


years in Los Angeles, June 24-30. 
Meetings during the last four days © 
of this period will be held in con 7™ 
junction with the convention of the 7 
Pacific Advertising Clubs Association. © 


Buys “Truck Owner” 

Western Truck Owner, Los Ange | 
les, has been purchased by E. O. Saw: | 
yer, Jr., formerly with Palmer Publi: 7 
cations "and one-time publisher of Po | 
cific Laundry Journal, Western Caw f 
ner & Packer, Western Baker and | 
Western Plumber. Offices are at 412 | 
W. Sixth street. 


Solov Has New Post 


Maurice Solov, formerly with 
World Radio Corporation, has beet 
appointed advertising manager o 
Dr. Swett Root Beer Company, Bos 
ton, which has been purchased by [ 
Lenox, Inc. Bresnick & Solomont, 
Inc., Boston, has been appointed to 
handle a campaign starting in July. 


Is Stokely Director 


J. L. Kraft, president of Kraft 
Phenix Cheese Corporation, Chicag® 
has been appointed a director of 
Stokely Bros. & Co., Indianapolis 
for the unexpired term of John 
Hanes, resigned. 


——— 
——$—— 


sTUDY 
FRANK H. YOUNG’S 


ADVERTISING LAYOUT CO 
AT HOME 


Advertising needs and amply 
rewards trained, able layout 
men. Now—for the first time 
~—-wherever you are, you can 
study under supervision of 
Mr. Young, internationally 
recognized authority. A 
practical course based on 
methods successful at the 
American Academy of Art. rt directott 
Indorsed by advertising executives ing. ** 
For beginners and professionals in ‘savertis ple 
printing, etc. Learn and apply layout prince?’ 
receive expert criticism by mail. Moderate 
Write for free details. 


AMERICAN ACADEMY OF AF’ 
Frank H. Young, Director tll 
Dept. C-48, 25 E. Jackson Blivd., Chicag®% 
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AGENCIES 


Aubrey, Moore & Wallace, 
Inc. 


N. W. Ayer & Son, Inc. 


ie ae A 


Batten, Barton, Durstine 
& Oshorn 


Benton & Bowles, Chicago, 
Inc. 


Betsford, Constantine 
& Gardner 


a. Frank I. Cash, Ine. 


D'Arcy Advertising Co. 
John H. Dunham Co. 
Evans Associates, Inc. 

Sherman h. Ellis & Co., Ine. 
Hardy Advertising 

Henri, Hurst & McDonald, 
Inc. 

Frances Hooper Agency 
hirtland Engel Co. 

Earle Ludgin, Inc. 

Maxon, Inc. 

McDougall & Weiss 
Mitchell Faust Advertising 
Arthur R. Mogge, Inc. 
Needham, Louis & Brorby, 
Inc. 

Neisser- Meyerhoff, Inc. 


Harry C. Phibbs Advertising 


Riencke, Ellis, Younggreen 
& Finn 


te J. Walter Thompson 
: Company 


Vanderbie & Rubens, Inc. 


Louis E. Westheimer Co. 


GENERAL 


Abbott Laboratories, Inc. 
Armour & Co. 
Caterpillar Tractor Co. 
Columbia Broadcasting Co. 
The Horsheim Shoe Co. 
General Electric Appliance 
Corp. 
Hart Schaffner & Marx 
The Hump Hairpin Mfg. 
Co. 
Jantzen Knitting Mills 
hraft-Phenix Cheese Corp. 
Liquid Carbonic Corp. 
Lucien Lelong, Inc. 
Marshall Field & Company 
The Palmer House 
C. F. Pease Company 
F. W. Planert & Sons 
The Prairie Farmer 
Pure Milk Association 
Selby Shoe Company 
Pure Oil Company 
Sloan Valve Company 
The Stevens Hotel Corp. 
Western Shade Cloth Co. 
Westinghouse Elec. Mfg. 


Co. 


William Wrigley Jr. 
Company 


Wilson-Jones Co. 


IS KNOWN... . 


+ 


The familiar old saying “A Man is known by the Com- 
pany He keeps’ holds true in the majority of cases. We 
feel that in its application to those who serve industry 
this bit of wisdom might be re-worded “A Company is 
Known by the Clients it Keeps.” We are deeply proud of 


the clients we keep, in that their loyalty reflects upon our 


loyalty. We strive to give each of them the very best in 
photo-engraving (which is our business) as well as main- 
tain reliable and conscientious service through the use of 
the very best of equipment operated by an efficient and 


well-trained personnel. 


COLLINS, MILLER & HUTCHINGS, INC. 


Photo - engravers 


207 NORTH MICHIGAN AVENUE e CHICAGO 
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SAFETY MAKER 
IN ELECTRIC 
RAZOR FIELD 


American to Fight for Old 
Markets, Too 


New York, April 13.—After five 
years of intensive experimentation 
with electric razors, involving studies 
of more than 80 different models, 
American Safety Razor Corporation 
today reported itself ready to enter 
the dry shaver field with a $15 model 
to be placed on the market about 
July 1. While it is unlikely that con- 
sumer advertising will be used be- 
fore fall, solicitations are being re- 
ceived from agencies. 

In discussing its readiness to reach 
out for a portion of the electric 
shaver market—a move that will 
shortly be followed by Gillette 
Safety Razor Company—American 
Safety Razor emphasized its 
big stake in safety razors and 


blades. Admitting that “an exten- 
sive consumer survey” showed that 
a “certain percentage of men are in- 
terested in electric shavers,’ the 
company nevertheless pointed out 
that there is a sharp distinction be- 
tween men’s habits in shaving. 


Estimate of Market 


“Many men will not accept an 
electric shaver,” the company said. 
“Others are very much interested. 
An impressive number has tried the 
early model electric shavers and 
abandoned them to return to the 
safety razor. 

“Just as many new products have 
swept into popularity, achieved great 
initial success, then leveled off to a 
fairly fixed sales volume, the Amer- 
ican Safety Razor Corporation be- 
lieves that electric shavers. will 
reach a fixed level. The company 
expects to capture its share of this 
market, while retaining its vast busi- 
ness in safety razors and blades.” 


Named Gem-lectric 


The new product, to be known as 
the Gem-lectric Shaver, is said to be 
designed on a new principle, with a 
“revolutionary new beard guide that 
leads in all types of whiskers—long 
hairs, short hairs, thick hairs, thin 
hairs.” Other claims in behalf of the 
device which will probably be fea- 


New Peter Arno poster for Atlantic Refining Company, relating a new chapter in the lives of the popular trio. 


THREE LITTLE MEN ARE STIRRED BY SPRING 


he 


“MOTORISTS FANCY 


LUBRICATION } 


AP 
Benjamin 


Eshleman Company, Philadelphia, is the agency. 


tured in consumer advertising are 
skin protection—‘actually cushion- 
ing the cheeks so that none of the 
skin, yet all of the whisker, is ex- 
posed to the clipper”; and complete 
elimination of all stubble with a re- 
sultant “cleaner, more comfortable, 
longer-lasting shave.” 


Promotes Apple Juice 

Pomona Products Company, Selah, 
Wash., has started a newspaper and 
radio campaign in the Northwest for 
its Dr. Schoop’s Natural Apple Juice. 
National distribution and advertis- 
ing are planned in 1939. Izzard 
Company, Seattle, is the agency. 


When Executives start itemizing their 
own “Incidentals”, it is doubly important 
to keep them sold on your product! 


HEN there’s smoke in every 


chimney and a carnation in 


every lapel, selling things to a company is 


Business Week sells the men who have the 


final say — as no other publication has been 


able to do. No business paper campaign and 


capital tun. But the real test comes when 
business begins to ease off a bit. That’s the 
time when industry grows cautious — when 
careful discrimination is exercised as to what 
new equipment and modernization is imme- 


diately important and what can be deferred. 


BUSIN 


ALERT... 


ACCURATE 


no sales program is complete today without 
Business Week —the executive’s business 
paper. 

Business Week reaches more executives 
per advertising dollar than any other general 


magazine or general business magazine. 


EK 


AUTHORITATIVE 


THE EXECUTIVE'S 
BUSINESS PAPER h 


McGraw-Hill Publications * 330 West 42nd Street, New York, N. Y. 


TO ADVERTISING 


Their Views 


Syracuse, April 13.—Creation of an 
advertising code of ethics and its ex- 
ploitation in a cooperative campaign 
to stimulate sluggish used car sales 
has won public confidence here and 
resulted in brisk new and used car 
activity, according to the Syracuse 
Automobile Dealers Association, Inc. 

Even before National Used Car 
Week was conceived, Syracuse deal- 
ers conducted a market survey and 
discovered that consumers had lost 
confidence in used car claims. To 
rebuild public faith in used cars and 
advertising thereof the Syracuse 
dealers, in cooperation with the 
Chamber of Commerce, adopted an 
identifying seal and the following 
rules: 

1. No vague or meaningless 
terms, such as “reconditioned,” 
“greatest value,” “perfect condition,” 
“lowest price.” 

2. No illustrations which do not 
conform with the car offered. 

3. No claims which might appear 
improbable to any reader, unless 
proof is offered in the copy. 

4. No mention of recut, retreaded 
or second tires which do not specifi- 
cally represent them as such. 

5. No advertising involving a di- 
rect or indirect tie-up with credit 
checks. 

6. No direct or inferential claims 
of underselling policy or ability. 

7. No misrepresentations of any 
kind. 

8. No disparagement of competi- 
tors. 

Employing these eight canons as 
copy theme, the promotion treated 
many hitherto “unmentionable” sub- 
jects with a frankness that inspired 
consumer confidence. 


Facts for Buyers 


Weekly 240-line newspaper inser 
tions urged buyers to ask for the 
work sheets proving reconditioning 
and for the name and address of the 
former owner. “The gyp dealer re 
conditions used cars with a rag, 4 
polish and a promise,” one insertion 
read. “Drive such a car a few hut 
dred miles and chances are you'll ru! 
into trouble. Next time you buy 4 
used car go to an association deale’ 
at the sign of S.A.D.A.” All insertions 
carried the association emblem. ’ 

This institutional campaign 5@° 
become the focal point of all ind: 
vidual dealer promotions. Dealers 
display their association emblem ™ 
their merchandising insertions and 
express complete observance Of ! 
advertising code. , 

William Spitz, account executiv® 
William T. Lane Advertising Age? 
handled the campaign. 


GIVE NEW DEAL 
OF USED AUTOS | 


Syracuse Dealers Revamp — 
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Harry Carey 


Wins Promotion 
from ‘Fortune’ 


New York, April 12.—W. H. 
(Harry) Carey, who has been an ad- 
vertising executive of both Time and 
Life, Was ap- 
pointed advertis- 
ing director of 
Fortune today. 
Mr. Carey has 
peen with Time, 
Inc., since April, 
1929, when he 
joined the adver- 


tising staff of 
Time. A month 
later he was 


transferred to 
Fortune, which 
he represented 
for five years. 

In November, 1934, Mr. Carey left 
Fortune to become assistant advertis- 
ing manager, and later associate ad- 
yertising manager of Time. In 1936 
he became associate manager of Life, 
with principal charge of Chicago and 
Pacific Coast offices until his promo- 
tion to advertising director of For- 
tune. Stephen R. Hoye continues as 
advertising manager of Fortune. 


W. H. Carey 


American Oil 


Caravan Off 
for 45 Cities 


Cleveland, April 14.—Previewed 
here last week by 600 Amoco distrib- 
utors from the Cleveland area, Amer- 
ican Oil Company’s $30,000 road show 
took off today in two 35-foot vans for 
a tour of 45 cities, from Maine to 
Florida, during the next six weeks. 
Built by Dramaturgy, Inc., of Cleve- 
land, whose most noteworthy produc- 
tion was the Ford spectacle at the 
Detroit Coliseum introducing the 
1938 model ($250,000 for a one-day 
show) the “American Forward” show 
streamlines the Tom show of the 
early 1900's. 

A 60-foot portable stage, scenery, 
drops and other properties in replica 
of modern theatrical equipment, cast 
of nine persons and “Good Theater” 
are combined in the piece. It is the 
key effort of Amoco’s 1938 advertis- 
ing, now budgeted at something more 
than $2,000,000 for the year. 

Divided into two identical troupes, 
each unit will play one town a day, 
except in the cases of populous sec- 
tions, where stops as long as three 
days will be made. 

With a _ color-slide prologue of 
Amoco history, presented in highlight 
form, from 1910 down to date, the 
play launches naturally into a dram- 
atization of what 1938 should bring 
forth. It emphasizes service to the 
customer, with particular reference 
to cleanliness. 


Survey Is Visualized 


Verging on the “mellerdrammer” 
of the Kast Lynn era, it focuses at- 
tention of the distributors on appli- 
cation of a survey summarized in a 
cleanup book, now in their hands. 

Amoco, having made a detailed 
two-year study of dealers themselves 
aud having published the results in 
book form at considerable cost, is 
using the stage show in an effort to 
put the book to practical use instead 
of into the dealers’ wastebaskets. 
After viewing its initial presenta- 
tion here, George M. Glazier, sales 
and Promotion manager, expressed 
Satistaction and returned to the home 
Office, Sending the show out under 
Rod Lowry and R. E. Ott, both for- 
mer showmen of wide experience. 


Compton Directs Test 


Bor, test campaign for Utica Club 
in *r, &@ product of West End Brew- 
a Company, Utica, N. Y., is cur- 

ntly running in Syracuse, N. Y., un- 


tisi 9 direction of Compton Adver- 
ar ng. Inc., New York. Newspapers 
"e being used. 


Adds Tiwee Sections 


o lronto Star Weekly has added 
Dlensavure, magazine and comic sup- 
*nts as regular features. 


Atlas Radio Changes 


Acquisition of sole control of At- 
las Radio Corporation, New York, by 
Herbert R. Ebenstein, president, and 
Harold C. Hopper, secretary-treas- 
urer, has been announced following 
the resignation of Lou Winston as 
vice-president. Home office of Atlas 
Radio Distributing Corporation is to 
be shifted to Chicago, and Eastern 
Atlas Radio Distributing Corporation 
will take offices in Radio City, New 
York. 


NBC Promotes Bock 


Hal Bock, formerly Hollywood 
press chief, has been appointed Pa- 
cific Coast publicity director of Na- 
tional Broadcasting Company. Cen- 
tral publicity headquarters will be 
shifted to Hollywood, although pro- 
gram traffic information will con- 
tinue to originate in San Francisco. 


Chain Letter 
Idea Adapted 


to Promotion 


Cincinnati, April 12.—Offices of 
the Merchants Cooperative Advertis- 
ing enterprise were closed Saturday 
with the arrest of the operator, 
John W. Sprinkle, four employes, 
and a customer. All were charged 
with promoting a game of chance. 

The arrest is expected to be the 
basis for a suit to be brought by 
Sprinkle to determine the legality 
of the business. 

Sprinkle sells his promotion to 
both business houses and public, the 


method being the chain letter pro- 
cedure. Each customer, for an orig- 
inal investment of $1, receives cou- 
pons entitling him to discounts at 
certain business houses. In addition, 
the promoter said, when the custom- 
er’s name reaches the fifth position 
on the chain, he pays $4, which 
gives him an opportunity of realiz- 
ing a profit of $512. Each new cus- 
tomer has to “guarantee” two more. 

Cincinnati police contend there is 
a gambling element because the pur- 
chaser of a membership has no 
bonded assurance that his name 
will reach the top of the chain. 


Names Dougan & Bolle 

Young America has appointed 
Dougan & Bolle, Chicago, as adver- 
tising representative in the Midwest. 


Wins Snapshot Contest 


Joseph C. Keeley, Larchmont, N. 
Y., a former druggist, won the grand 
prize for the best amateur photo- 
graph ofa child under 10 years of age 
in a contest sponsored by Lehn & 
Fink Products Corporation, New 
York. Wilson Hicks, picture editor, 
Life, and Norris W. Harkness, direc- 
tor and instructor for the Camera 
Club, served with Dr. Allan Roy Da- 
foe as judges. 


Account to Anfenger 


The Christian Peper Tobacco Com- 
pany, St. Louis, has appointed An- 
fenger Advertising Agency, St. Louis, 
to direct advertising of its pipe to- 
baccos. Class magazines are being 
used. Harrison Bailey, formerly with 
KMOX, St. Louis, has joined Anfen- 
ger’s radio department. 


MIRRORS 4 


FOR STORE 
DOORS AND 
WINDOWS 


FOR 


BUY 


Ik 


“U-S” knows how to 


remove. 


Brilliant 


NOW 


: Persuaders 


is easy to get a “U-S” 


Transparency on your dealer’s window or door 
—and when there, it stays there—an ever- 
present reminder, day and night, of your product. 
It keeps the dealer sold. He can’t forget... his 
customers won’t let him. 


A “U-S” Transparency represents you all the 
time—right at the point where people buy. It 
marks the store as a permanent outlet for your 
product ...and at a cost almost negligible... 
just a few cents per store per year! 


produce Transparencies 


that are vivid—compelling—that STAY on the 
job. Try out a specimen we will send you and 
see how easy it is to put up—how difficult to 


Your inquiry will bring a suggestive design 
and prices indicating what we can do with 
your trade-mark or package. 


AND Divisions. 


Home Office: 
320 BEECH STREET 

CINCINNATI 
ATLANTA CINCINNATI 
BALTIMORE CLEVELAND 
BOSTON DETROIT 
BROOKLYN ERIE, PA. 
CHICAGO INDIANAPOLIS 


The NITED STATES PRINTING & LITHOGRAPH COMPA 


J 


HOGR / : 0 


U 0 UGRKAP J U 


SALES AND SERVICE OFFICES: 


LOS ANGELES PHILADELPHIA 
KANSAS CITY PITTSBURGH 
MILWAUKEE SAN FRANCISCO 
MINNEAPOLIS ST CHARLES, ILL. 
NEW YORK 4 . 


ST. LOUIS 
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ADVERTISING AGE 


April 18, 1938 


New Risk Posts to 
Mathus and Malcolm 


Kenilworth H. Mathus and W. W. 
Malcolm have resigned from the Life 
Insurance Sales Research Bureau, 
New York. Mr. Mathus is now in 
charge of advertising, publicity and 
field work for Acacia Mutual Life 
Insurance Company, Washington, 
D. C. 

Mr. Malcolm has been appointed 
agency superintendent, Union Mutual 
Life Insurance Company, Portland, 
Me. 


Gets Prime Mast 


Prime Mast Company, Chicago, 
manufacturer of mineral animal 
feeds, has appointed Rogers & Smith, 
Chicago, to handle its advertising. 
Addison P. Jennings is the account 
executive. 


Plan Turkey Drive 


Maine Turkey Growers Association, 
headed by E. N. Jacques, Manchester, 
is at work on plans for promotion of 
the industry. Production and sales 
helps for turkey farmers are sched- 
uled and the association hopes to in- 
crease the annual yield from 40,000 
to 100,000 in five years. 


Agency for Mallory 
Mallory Hat Company, New York, 
has appointed Tracy-Locke-Dawson, 
Inc., New York, as advertising coun- 
sel. A new campaign will begin in 
August. 


New Post for Bird 


Harry Bird, formerly with Pet- 
tinger-LaGrange, Inc., Indianapolis, 
has joined Needham, Louis and 
Brorby, Inc., Chicago. 


HOW PUBLIC SAVES ON LARGE SIZES 


oe Sizes 

Small Price Large Price 

Admiracion Shampoo ....... \% pt. 39e 1 pt. 98c 
ED ng nwacecectneeas 8 tab. 24c 25 tab. 49c 
NE I i os cad 24 tab. 19¢ 100 tab. 59c 

12 tab. 12c 

ER ciehirn ake mei elem lace ya ae 15 dram. 3lc 36 dram. 59c 
Ritts pees tea eos eee 114 oz. 23e 8 oz. 97¢ 
PO jc. eoe es eheaabecew ee 6 tab. 10¢c 40 tab. 39c 
eee error rere Tere 3 0z 23¢ 14 oz. 59e 
PO errr ere rere re rrr 3 oz 23c 16 oz. 87c 
Parke Davis Cod Liver Oil...4 0z. 40c 16 oz. 98e 
Patch Cod Liver Oil......... 4 oz. 42c 16 oz. 99c 
ee re era a 3 0z 49c 6 oz. 79¢c¢ 
ee SORE. og gcc ceenase ean 2 oz. 25e 12 oz. 97¢ 
Sauibd Aspivin ....cccvceoes 12 tab. 10¢c 100 tab. 39e 
200 tab. 63c 

Squibb Milk of Magnesia... .12 oz. 29c¢ 32 oz. 59c 
Squibb Mineral Oil.......... 16 oz. 9c 32 oz. 89c 
Squibb Sodium Bicarbonate. .% Ib. 13¢c 1 Ib. 31lc 
Wildroot Hair Tonic......... 34 OZ. 29c¢ 14 oz. 79e 
Williams Shaving Cream... .2 0z. 29c 4 oz. 39c 


-—Savings— 


Inc 
58e¢ 
26¢ 
21c 
4lc 
15¢c 
39c 
28c 
48c 
36c 
62¢c 
69c 
19¢ 
53c 
44c 
103c 
18¢ 
29c¢ 
21c 
37¢ 
19¢ 


@ Thirty-three counties of Colorado 
are 50% or more “non-patented 
lands”—that is national forests and 
range areas. Here is perhaps the 
most rugged and beautiful scenery 
on the North American Continent. 
Density of population is only 4.1 
persons per square mile. 


@ Seventy-eight and twenty - one 
hundredths percent of Colorado's 
population resides in the remaining 
30 counties. Here the state's three 
largest cities are located together 
with its most fertile agricultural 
lands. KLZ‘s primary listening area 
coincides with this territory. Density 
of population daytime 12.6 inhabi- 
tants per square mile. Nighttime 


area 19.3 inhabitants per square 
mile. 


SALES €YE VIEW 


DF COLORADO 


“Our maps do not measure square miles 


but the people who inhabit them.” 
CBS 4th Listening Area Study 


The listening area of KLZ embraces more than 80% of Colorado’s 
‘business section,’ measured not in potentials but in actual listeners. 
CBS’ Fourth Listening Area Study accurately outlines the coverage of 
this powerful selling influence. 


No spot in America offers the lover of scenic beauty as grand a treat 
as Colorado, but in these days of carefully budgeted advertising, sales 
plans must be concentrated in the densely populated areas to be most 
efficient. When planning sales campaigns in the Denver-Rocky Moun- 
tain region, let Colorado's most active station sell Colorado's most ac- 


tive market for you. 


Ju Denver Its 


CBS NETWORK — s60 Ke. ~ 5,000 WATTS L.S.— NATIONAL REPRESENTATIVE — THE KATZ AGENCY, Inc. 


AFFILIATED WITH WKY, OKLAHOMA CITY, AND THE OKLAHOMA PUBLISHING COMPANY 


Big Size Plan 
Held Gold Mine 
By Admiracion 


(Continued from Page 1) 

the plan, and cooperating whole- 
heartedly with the company, sales of 
many dealers increased as much as 
15 per cent. Since no more energy 
is expended in selling a large than 
a small size, profits have likewise 
increased decisively. The benefits to 
the public are illustrated in the ac. 
companying table prepared by Admi- 
racion. 


Good News Spreads 


The tests, conducted in Tampa, 
Atlanta, Winston-Salem and other 
Southern cities, required little exploi- 
tation. The trade itself discovered 
the good news, and druggists in all 
parts of the country quickly began 
to conduct their own experiments, 
C. B. Reymers, advertising manager 
of Liggett Drug Company, dispatched 
a special bulletin last week to man- 
agers of the 440 Liggett stores, in- 
structing them to feature large sizes, 
Admiracion’s viewpoint is de- 
scribed in the following advice to 
dealers by Mr. Jenkins: 

“You can make your customers 
large size conscious with a dramatic 
counter display of nationally adver- 
tised products by showing them just 
how much they can save on large 
sizes. The economy will surprise 
them. By investing with you in 
large sizes, they will save from 24 
to 160 per cent on comparatively 
small investments. 

“Many banks use large neon signs 
to advertise the fact that they pay 
two and a half per cent on deposits 
and three per cent on savings. You 
are in a position to show your cus- 
tomers how they can save a lot of 
money and in a way that will be 
profitable to you. 

“Numerous tests have shown that 
the story can best be told by show- 
ing the exact amount of the saving 
in actual money on each large size 
purchase.” 


Allen Bill Signed 


Gov. Herbert H. Lehman of New 
‘York has signed the Allen bill which 
authorizes the Commissioner of Agri- 
culture and Markets to _ establish 
brands and trade-marks for New 
York state farm products. Money de- 
rived from the sale of labels will be 
used for general publicity and ad- 
vertising on state farm products, a 
promotional aid long sought by New 
York farmers. 


Adds Bleed Pages 


The Portland News-Telegram, Port- 
land, Ore., is now supplying bleed 
advertising in black and white or 
black and one or two colors at 25 
per cent over the gross cost of the 
base rate. Minimum space is a half- 
page. The premium covers all 
charges including the extra marginal 
space. 


DMAA Picks Chicago 


Direct Mail Advertising Associa 
tion will hold its annual convention 
Sept. 28-30 at the Hotel Stevens, 
Chicago. 
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AGENCY TO CLIENT 


Earl L. Hadley, new manager of adver- 
tising and sales promotion, appliance 


division, Fairbanks, Morse & Co., In- 

dianapolis. Formerly advertising man- 

ager of Grigsby-Grunow Company, Mr. 

Hadley more recently has been account 

executive with Henri, Hurst & McDon- 
ald, Chicago. 


FRIENDLY SIGNS 
MULTIPLY AND 
STIR OPTIMISM 


New York, April 14.—Advertising 
men pricked up their ears this week 
as friendly omens made their appear- 


q ance on the horizon, indicating that 
» the “recession” may be ready to give 


> way to the march toward higher 
) standards. The stock market bounced 
back aggressively on news of the de- 
) feat of the President’s reorganization 
bill, one authority estimating that 
$2,000,000,000 had been added to the 


country’s wealth. While a part of 


z 


") this was later yielded, the gain in 


cash and sentiment remains a sub- 


" stantial bull factor, according to an 


x 
: 
2 
= 
Es 
& 


z 
: 


, analysis. 

Latest returns from the automotive 
§ industry show a sharp upturn in 
' March sales, after a bitterly disap- 


» pointing February, the increase being 


estimated at 50 per cent on the basis 
of reports from a dozen states. Gen- 
eral Motors is estimated to have sold 


about 100,000 cars in March, with 


_ Chevrolet being the star performer. 
> In percentage gain, however, Buick 
probably will get the honors for 
March with about 63 per cent. 

Ford also did well, sales skyrocket- 
ing near the end of March after a 


» slow start. 


Car Production Larger 


Production schedules have already 
' Tesponded to the quickening car de- 
f mand, and advertising will also be 
_ Stepped up as soon as manufacturers 
are convinced buying power will be 
' 'easonably well sustained. A gain 
| of 3,000 cars was reported by assem- 
' bly lines last week, General Motors 
| showing the largest increase, with to- 
| ‘al production of about 22,500, com- 
bared with 20,500 last week. 

General Motors reported the high- 
*st March volume on record for for- 

| “80 sales, totaling 37,003 units, a 15 
» Der cent rise over March, 1937. 

Major engineering construction 
‘wards, which have been running 
ersistently ahead of 1937, are main- 
oe this position, according to 
a eering News-Record, which 
ne ed the aggregate for the first 13 
“seks of 1938 at $658,785,000, 17 per 
me above the $519,062,000 recorded 
“the 12-week quarter of 1937. 
wae is the largest first-quarter 
Yr Since 1931,” commented Engi- 
tal io News-Record. “Of the to- 
hen oe is private, 5 per cent 
le %87; and $367,592,000 is pub- 

' cent above last year. The 
gain is due entirely to the 
$199 931 rae: building volume, 

“e990. Commercial building at 


“9 pe 
Wivate 

Ligh e 
eg 


Dreg 
€nt is 142 per cent higher than a 


year ago and is the highest for any 
quarter since 1930.” 

Optimistic reports on building are 
pouring out from the Federal Hous- 
ing Administration, Washington, 
which asserts that the restored Prop- 
erty Improvement Credit Plan is 
stimulating modernization. While 
lending agencies have 30 days in 
which to report loans to the FHA, the 
latter commented that “a cross sec- 
tion of the applications already re- 
ceived reveals that many different 
types of work are being undertaken 
in many sections.” 

Under the new plan amounts up to 
$10,000 may be borrowed from ap- 
proved agencies to finance “altera- 
tions, repairs and improvements 
upon urban, suburban or rural real 
property by the owners thereof or by 


lessees of such real property under a 
lease expiring not less than six 
months after the maturity of the 
loan or advance of credit.” 

While Washington seems somewhat 
confused, President Roosevelt today 
signed a bill authorizing the Recon- 
struction Finance Corporation to 
lend business 1¥, billion dollars. 

Many other favorable factors are 
available, but they will be of no help 
to the man who is suffering from “a 
bad case of inertia,” Harry Boyd 
Brown, merchandising manager, 
Phileco Radio & Television Corpora- 
tion, Philadelphia, told the Interna- 
tional Association of Sales Execu- 
tives at the Biltmore Hotel, New 
York, last week. He suggested ag- 
gressive tactics on the theory that 
“competition has been surprisingly 


reduced by this widespread attitude 
of waiting for signs of a trend. Busi- 
ness activity will not just vanish into 
thin air.” 

He added, however, that “new 
ideas, new designs are important. 
Creativeness in business is a para- 
mount need these days. The business 
man needs it to maintain the mo- 
mentum necessary to ride any future 
storms. New methods of merchan- 
dising are requirements of the pres- 
ent. All of this comes under the 
head of initiative, the driving force 
that keeps business going.” 


Doidge Resigns 
Lester P. Doidge, for 18 years with 
the Barron Collier Advertising Or- 
ganizations, has resigned, effective 
April 15. 


Hess Heads United 


American Bosch 


Donald P. Hess has been named 
president of United American Bosch 
Corporation, Springfield, Mass., suc- 
ceeding Arthur T. Murray, who re- 
signed Jan. 1. 

Mr. Hess for the past year was as- 
sistant to the president of Ebco Mfg. 
Company, Columbus, O., and previ- 
ously for 17 years was foreign sales 
manager of Timken Roller Bearing 
Company, Canton, O. 


Ruderman Opens Office 


Manuel L. Ruderman has formed 
Continental Radio Service in the 
R. K. O. bldg., New York, to act as 
radio consultant and radio program 
producer. Mr. Ruderman was for- 
merly vice-president of Radio & Film 
Methods Company, New York. 
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MARCH SALES OF CHAIN STORES ASK STANDARDS 
1 | 8% DECLINE March, March, % Gain 3 Months 3 Months % Gain 
Company 1938 1937 or Loss 1938 1937 or Loss 
rr ere $ 1,311,889 $ 1,458,034 —— 6.5 $ 3,147,017 $ 3,447,930 —8.7 
IN MARCH SALES a ene e a eae 2,120,562 2,648,828 19.9 4,688,613 4,925,897 —4.8 FOR AGENCIES 
M. H. Fishman.............-- 246,634 268,055 8.0 659,538 692,331 yt 
, A A Se are 6,530,430 7,616,074 —14.2 17,380,857 18,856,378 —7.8 
H. L. Green........... 2,156,335 2,773,907 11.8 5,726,410 6,814,806 —16.0 OF ENDORSEMENT 
Interstate Dept. Stores 1,541,848 2,026,629 23.9 3,603,535 4,584,605 —21.4 
S. S. Kresge........... 10,561,168 12,634,506 —15.4 28,979,031 31,826,402 =~. 
~ SOE Os eiccscscevses 6,053,588 7,447,028 —18.7 16,569,975 18,150,935 a 
New York, April 14.—March sales | $Kroger Groc. & Baking Co.... 18,153,641 20,027,386 9.0 53,875,716 58,599,736 —8.0 New York, April 12.— An implied 
of major chain stores totaled $208,-| McCrory Stores ............ 3,005,314 3,556,066 —15.4 8,121,784 8,727,326 <8 “slap” at testimonials was contained 
113,914, a decline of 11.8 per cent| McLellan Stores ........ 1,395,944 1,708,679 18.3 2,579,688 2,966,908 —12.7 /in an announcement this week that 
from the $234,879,512 in March, 1937, G. C. Murphy...... 2,781,637 3,378,936 17.6 7,708,668 6,448,977 —8.1 American Standards Association is 
according to reports to Apvertisine | Neisner Bros., Inc.. 1,356,155 1,771,637 an.8 S098, 756 4,140,276 —12.8 attempting to formulate “standard 
AcE. Held chiefly responsible for the | J. J. Newberry..........----. 3,172,718 5,594,068 “ee ving ie a —— methods of procedure for the guid. 
loss was the late Easter, which comes | J- ©. Penney......-.--------: 17,042,635 19,883,632 —ts.0 $5,598,568 wares’ —§5 | ance of testing laboratories and other 
April 17 this year, March 27 in 1937. Peoples Drug Stores.......... 1,770,184 4,877,068 = nEonvee — an public endorsement agencies.” 
Western Auto Supply Company tSafeway Stores, Inc....... 27,678,062 38,620,009 — aceeners — aa Launched by the Association of 
was the only organization reporting | *5°®4rs, Roebuck & Co. enveree petri — oesanee oes “jo7 |Consulting Chemists and Chemical 
an increase in comparative totals for | SPiesel, Inc. ..----.. 0+... 00+ es pci pigsiospigei 7 onawe a 8 ; in 14 |Hngineers, one of ten groups coop. 
March. This company reported sales Walgreen Company ....... 5,564,708 Seeaees -0.8 ais Boa poinp to a0 erating in the project, the program 
of $2,219,000, a gain of 3.9 per cent| Momtsomery Ward & Co....... weedeat ie orsign — pepe rigirnpdoi 42.7 is designed to eliminate “irresponsi- 
over its March, 1937, figure of| Western Auto Supply.......- Fyne Ppetenyi so Pres od es ah ae hry ble endorsements that claim signif. 
$2,135,000. Pe eee Ps es Hh hae ee nantes 0 ee issn hes  |eance which they do not possess.” 
a Seema te fr me rE $208,113,914  $234,879,512 tis $508,950,236 $542,616,623 —6.3 In proposing that the American 


chains reporting was likewise under 
the 1937 mark. Cumulative sales to 
April 1 totaled $508,950,236, a decline 
of 6.2 per cent from the $542,616,623 
shown at this time last year. 

Walgreen Company and Western 
Auto were the only companies whose 
quarterly total was higher than in 
1937. Walgreen, reporting a three- 
month total of $16,369,019, was 1.4 
per cent ahead of its 1937 figure of 
$16,150,745. Western Auto’s quar- 
terly total was $5,871,000, 2.7 per 
cent higher than the $5,715,000 re- 
ported at this time last year. 

Walgreen’s decline for March was 
small, sales being but 0.8 per cent 
off from March, 1937. Others to re- 
port losses for the month were Safe- 
way Stores, 3.3 per cent; F. W. Wool- 
worth, 11.1; Sears, Roebuck & Co., 
9.2; and Kroger Grocery & Baking 
Company, 9 per cent. 

Figures for individual companies 
are shown in the accompanying 
table. 


Smart Leaves “Weekly” 

Sam Smart has severed his 12-year 
connection with the Chicago sales 
staff of The American Weekly. 


*Covers February and March sales only. 
+Covers four and 12-week periods ended March 19. 


INTEGRATION 


IS BLUE COAL’S 
SUCCESS RECIPE 


New York, April 13.—In the face of 
seasonal temperatures nine degrees 
warmer than last year and contrary 
to an industry curve that hit a 10- 
year low, D. L. & W. Coal Company 
has just brought to a successful con- 
clusion a comprehensive advertising 
campaign that boosted sales of “Blue 
Coal” 17.4 per cent over the 1936-37 
winter season. 

Cornerstones of the campaign were 
the intensified exploitation of Blue 
Coal’s product identification and the 
manifold merchandising assistance of 
radio, newspapers and direct mail. 

Employing 11 radio stations on the 


> id you say i 


_MARKET 


RHODE ISLAND 


is a good market, 


BUT... 


Here 


in this compact Central Illinois area one medium, 


WMBD, covers thoroughly—and it’s a market no alert 


advertiser can afford to miss. 


Folks here can buy and are 


buying. Big factory payrolls and rich farms that have en- 


joyed the best crops in years make this Central Illinois 


market a natural. 


Folks here listen to WMBD—330 local advertisers proved 


that in 1937. 


Now, with 5,000 watts daytime, 1,000 nite, 


WMBD is still the station of unexcelled community service 


—makes advertising dollars go farther. 


FREE, JOHNS & FIELD, INC., National Representatives 


F 


PEORIA, ILLINOIS 


$Covers four and eight-week periods ended March 26. 
§Covers four and 12-week periods ended March 26. 


READY TO GO 


Andrew J. Haire, president, Haire Pub- 

lishing Company, New York, is chairman 

of the ABP golf committee. He also 

boasts a new title, president, New York 
Rotary Club. 


Mutual Broadcasting System, 150 
newspapers throughout its service 
area of New England, mid-Atlantic 
and Midwestern states, and a direct 
mail follow-up under the local deal- 
er’s imprint, D. L. & W. concentrated 
upon the theme, “Blue Coal is more 
economical and you can tell when 
you get it because it is blue coal.” 


One for All, All for One 


Much of the campaign’s success 
was due, it was said, to the integra- 
tion of the three media and their 
distinctly local appeal. The radio 
programs were closed by a commer- 
cial announcement “dubbed in” by 
the local station and carrying the 
local dealer’s name and address and 
merchandising appeal. In this man- 
ner the latter was able to employ a 
national program to meet his local 
competitive situation. All newspa- 
per insertions appeared under the 
dealer’s imprint and the copy, refer- 
ring to the city in which it appeared, 
read: “Folks in Buffalo burn Blue 
Coal because. . .” All newspaper 
insertions called attention to the 
weekly radio show, “The Shadow.” 
The direct mail follow-up, the only 
part of the campaign financed by 
the dealers, carried the same theme 
and also promoted the radio pro- 
gram. 

With individual sales increases de- 
pendent upon dealer activity and 


competition, each locality was con-| 


sidered to be running a local cam- 
paign. Sales increases ran to as 
high as 80 per cent in Detroit. Bal- 
timore registered a 40 per cent gain, 
Chester, 35 per cent, Bridgeton, 35 
per cent, York, Pa., 30 per cent and 
Portland, Me., 38 per cent. Ruth- 
rauff & Ryan, Inc., was in charge. 


Landan Art Director 


Swafford & Koehl, Inc., New York, 
has appointed Jack R. Landan as art 
director. He was formerly with 
Brown & Tarcher, and Lawrence Fer- 


tig & Co., New York. 


Program Ready 
for Meeting of 
Business Press 


New York, April 14.—While the 
program for the spring meeting of 
Associated Business Papers, Inc., at 
The Homestead, Hot Springs, Va., 
April 25-27 is plentifully supplied 
with golf, some questions of grave 
import are also scheduled for discus- 
sion. The advisory committee will 
hold a meeting April 24. 

‘Whether an advertiser supplying a 
complete electro is entitled to a dis- 
count is one of the old, but still new 
questions on the agenda. The peren- 
nial question of cash discounts will 
also come up. With many publica- 
tions opposed to a 2 per cent dis- 
count, it is proposed in some quarters 
that a 1 per cent discount for cash in 
ten days might fill the gap to some 
extent. 

These points will feature a round 
table Monday evening. The second 
general session Tuesday morning will 
be devoted to a general look at busi- 
ness paper promotion, and the third, 
Wednesday morning, will discuss 
“Planning for 1938-39.” Editorial 
leadership will be the topic at the 
final meeting Wednesday afternoon. 

While golf will be the outstanding 
sport, horseshoe pitching, skeet 
shooting and a tennis tournament 
will be featured for the benefit of 
specialists in those realms. 


Kay Joins Piel 

William Kay has been appointed 
sales director of Piel Bros. Brewery, 
Brooklyn, N. Y., succeeding K. D. 
Twyman, resigned. Mr. Kay was 
divisional sales manager of Joseph 
A. Schlitz Brewing Company, Mil- 
waukee, for five years. 


Scheck Gets Chein 


J. Chein & Co., Harrison, N. J., 
manufacturer of Melody Player, new 
musical toy, has appointed Scheck 
Advertising Agency, Newark, to di- 
rect its account. Newspapers, maga- 
zines and business papers will be 
used. 


Standards Association undertake this 
project, the chemical group asserted 
that “certifications are of great po. 
tential value to the buying public 
if backed by adequate tests of re 
sponsible agencies, but such tests are 
not always carried out.” 

Some producers and distributors, 
the association said, “cater to the 
consumer desire for facts by assert- 
ing half-truths or by implications 
which have no real significance,” 
Such cases are said to be “bringing 
the whole system into disrepute.” 

Strong consumer demand for more 
factual information concerning qual- 
ity of goods has led to increased use 
of “approvals,” “certifications,” and 
“listings,” it was asserted. Where 
the basis of approval is not evident, 
such a practice threatens to throw 
suspicion on all certifications even 
including those founded upon the 
most satisfactory standards and test 
procedures, according to the spon- 
sors. 


To Make Recommendations 


A committee headed by Thomas A. 
Wright, Association of Consulting 
Chemists and Chemical Engineers, 


other organizations, will draw up a 


Standards Association. Several ad- 
vertising groups have been invited to 
participate. 


The recommendations of this com- 
mittee are expected to call for a clear 
statement of the auspices under 
which any certification plan is op- 
erated; adequate independent sam- 
pling and testing to determine con- 
formity with definite published stand- 
ards; systematic re-examination to 
insure continuing conformity; rec 
ords of test to be publicly available; 
and compliance with these principles 
to be indicated on labels and tags. 

Like all “recommended practices” 
of the American Standards Associa 
tion, the adoption of such a proposal 
would be solely to provide a model 
for testing bureaus to follow. 


Heming Joins McCall 


Mark Heming has joined Chester 
H. McCall Company, New York 
agency, as merchandising specialist. 
He was formerly with Abraham & 
Straus and Gimbel’s department 
stores. 


———— 


ae ee 
— 
7. 


TELEPHONE LINCOLN 1770—1345-55 FULLERTON AVE., 
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= Identification Signs 
Erected Nationally 


Consult us when planning to erect 
point-of-purchase identification 
signs or Highway units. Flat rate, 
no crating, shipping or warehouse 
charges. 


Maintenance and erection service 
only. We do not manufacture. 


Write, wire or phone for details. 
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~ ERIENDLY MODEL 


Hotel Roosevelt, New York, was re- 
elected president of the association. 
John F. Bowman, Hotel Stevens, Chi- 
cago, was elected treasurer, while 
Henderson E. Van Surdam, Hotel 
Pennsylvania, New York, continues 
as executive secretary. John Daniels, 
Jr., Statler, Buffalo, and John F. 
Schlotterbeck, Doherty Hotel and 
Club Properties, were made vice- 
presidents. New directors are Harold 
A. Taylor, Parker House, Boston; 
Raymond F. Hall, National Hotel 
Management Company, New York, 
and Charles R. Wilson, William 
Penn, Pittsburgh. 


Mudge Resigns 
Dudley H. Mudge has resigned as 
contact man for Young & Rubicam, 
New York. 


Banks Name Reach 


Charles Dallas Reach Company, 
Newark, has been named to direct 
advertising of the Savings Bank, 
Danbury, Conn., and People’s Na- 
tional Bank & Trust Company, Belle- 
ville, N. J. Newspapers will be used. 
Northmont Hosiery Company, Read- 
ing, Pa., has also appointed the 
Reach agency to handle a newspaper 
and magazine campaign. Bryant 
Griffin is account executive. 


Martindale to Esty 


James K. Martindale has joined 
William Esty & Co., New York, as a 
member of its copy staff. He was 
formerly with Geyer, Cornell & New- 
ell, New York, and prior to that with 
the Chicago Herald & Examiner, 
United Press, New York Telegram 
and New York Post. 


Bristol-Myers 
Customers to 
Write Jingles 


New York, April 14—Cartoons 
with jingle copy will feature a sum- 
mer campaign to be launched next 
month by Bristol-Myers Company on 
behalf of Ingram’s shaving cream. To 
be assured of consumer participation, 
a contest for jingles will be run ina 
supplementary campaign. 

One-column magazine insertions 
will feature cartoons of wealthy In- 
gram shavers with jingle testimony, 
“Even guys with yachts like cruis- 
ers, save on shaves... they’re In- 


gram users.” Supplementing the 
column in each issue will be three 
14-line insertions offering $5 for each 
jingle submitted and printed. 
Should the jingle campaign prove 
successful during the summer it will 
be continued throughout the rest of 
the year. Insertions will appear in 
American Magazine, Collier’s, Lib- 
erty and The Saturday Evening Post. 
Pedlar & Ryan, Inc., is the agency. 


Gets Macaroni Account 

De Martini Macaroni Company, 
Brooklyn, N. Y., has appointed H. B. 
LeQuatte, Inc., New York, to han- 
dle its advertising. Several copy 
tests are being made, particularly in 
connection with a new combination 
product called Martini Spaghetti 
Five-Minute-Dinncr. 


Fred Myers, New York artist, putting 

finishing touches on Calvert Irish setter 

illustration. Mr. Myers draws from life 

and is getting fine cooperation in this 
case. 


SALES MANAGERS 
PICK EFFECTIVE 
HOTEL MATERIAL 


Atlantic City, April 12.—The Belle- 
vue-Stratford, Philadelphia, uses the 
most effective sales letters designed 
to attract conventions, judges decid- 
ed at the meeting of the Hotel Sales 
Managers Association here. The 
Pfister Hotel, Milwaukee, was given 
honorable mention in this classifica- 
tion. For the outstanding conven- 
tion presentation, the winner was 
the French Lick Springs Hotel, 
French Lick, Ind., with honorable 
mention to the Claridge, Atlantic 
City. 

For general direct mail, first prize 
went to the Lincoln, New York, with 
the Seaside-Senator, Atlantic City, 
as runner-up. The Waldorf Astoria, 
New York, was first in internal sales 
promotion, the St. George, Brooklyn, 
being second. 

Judges in the contest were W. C. 
Royer, the Jefferson, Richmond, 
chairman; Paul J. O’Neill, Atlantic 
City newspaper publisher and execu- 
tive of the Dorland Agency here; H. 
Victor Grohmann, of Needham & 
Grohmann, New York agency; and 
Henry Hoke, Direct Mail Advertising 
Association, New York. 


New Ideas Needed 


Bernard Lichtenberg, president, In- 
stitute 


of Public Relations, New 
York, told the hotel sales executives 
that their advertising is pretty 
dreary, 


“Most of your mailing lists and 
ideas are obsolete,’ deplored Mr. 
Lichtenberg. “All publicity and ad- 
vertising needs a shave and a hair- 
cut from time to time. Atlantic 
City, for instance, hasn’t told the 
Public anything new for ten years. 
I'm So bored by the Boardwalk that 
'd like to change its spelling. 

All of Statler’s innovations in ho- 
tel service are old stuff now. How 
about getting a few ideas from your 
guests?” 

Ry Jones, vice-president, Alex- 
— Hamilton Institute, told the 
oe ion that hotel men should get 
os oH a campaign to sell travelers 
- ie Pleasure of seeing the sights 
cian : country instead of going 
cae Lucius Boomer, Waldorf 
sata la president, seconded this sug- 
nae aa, asserting that the hotel in- 
a has been woefully deficient in 
= its basie story. 
waa W. H. White, American 
cake in New York for Thomas 
ll, Son, reported that the tide 
ravel apparently has been re- 


Vers P 
on and the main flow is west- 


in an agency’s ear. 


been right!’’ 


“Sixty-th 


tom ree per cent of American 


"sts signing with us for tours 
travel in or near the United 
ll said he. “Only 37 per cent 
ug : overseas.” 

- Connor, sales manager, 


THERE is one temptation always singing its Lorelei words 


‘‘Never admit,’’ runs the refrain, ‘‘that you might have 
been wrong. You may shake the client’s faith in your 
judgment. You took a position, now stick to it. And why 
worry? After all, there’s no real proof that you haven’t 


Does the insidious thought have its way? That depends on 
the agency’s previous attitide. If it has been cock-sure and 
condescending in its dealings, you may expect it to make 
every effort to continue being thought of as infallible. 


It is going to win its point even at the risk of your losing 
a market. It is going to insist ‘‘Of course, we’re right.”’ 


As for us, we’d rather be wrong, and there is nothing in 
our relations with our clients that makes a change of 
mind hard for us to admit. Our announced aim is to 
learn more about our client’s problem the longer we 
work with him — for the express purpose of finding a 
better solution than the one originally recommended. 


We'd like to be right the frst time—anyone would. But 
when being ‘‘right’’ begins to hurt our client’s busi- 
ness, we repeat, we’d rather be wrong. 


ARSCHALK and PRATT Incorporated 


An advertising agency serving among others the following clients: International Nickel 
Company, International Telephone & Telegraph Company, National Lead Company, 
Roger & Gallet, Rogers Peet Company, Schering Corporation, SKF Industries, Standard 
Oil Company of New Jersey (radio), Underwood-Elliott-Fisher Company, Whitehead 


Kitchen Equipment Company. 
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Longer Licenses for Broad- 
casters 


William S. Paley, president of the 
Columbia Broadcasting System, pre- 
sented his annual report over the 
network last week, as reported in 
the April 11 issue of ADVERTISING 
Ace. In addition to several other 
subjects involving industry and pub- 
lic policy, he referred to the present 
FCC practice of licensing radio sta- 
tions for six months only. 

This is a basically weak factor in 
the situation to which ADVERTISING 
Ace has referred heretofore. From 
the standpoint of advertisers, inter- 
ested in the maintenance of adequate 
facilities, the present method is 
highly unsatisfactory. Broadcasting 
companies are required to make 
capital investments which could not 
possibly be justified on the basis of 
six-month licenses. The only reason 
the system has proved workable is 
that the Federal Communications 
System has dealt with the problem 
realistically, and has adopted a 
proper basis of conservatism in con- 
sidering changes in licensing ar- 
rangements. 

However, as Mr. Paley points out, 
“Nobody wants to keep broadcasting 
in a position where it might some 
day be faced with pleasing those in 
power in order to continue to exist. 


I do not think it is wise for the 
American people to allow the whole 
broadcasting structure to continue 
to rest on such a weak foundation.” 

The time is ripe for a new ap- 
proach to the question of licenses. 
Long-term licenses, revocable only 
for cause, would be the answer. A 
radio station would then be justified 
in improving its equipment and in- 
creasing its facilities for the service 
of the public and of advertisers, on 
the basis of the capital investment 
required as compared with the as- 
sured business opportunities made 
available under the terms of the li- 
cense. That would be a _ business- 
like arrangement such as no broad- 
casting company enjoys today. 

The question is one involving the 
public interest and public policy, and 
Mr. Paley was wise in addressing his 
message to the whole public, as well 
as to stockholders of his company. 
When the situation is fully under- 
stood, there should be ample support 
from radio listeners as well as mem- 
bers of Congress for a change 
in the license’ situation which 
will give to broadcasters and to ad- 
vertisers a longer term outlook than 
it is possible for them to have un- 
der the conditions now in effect. 


‘ ‘Business Skies Are Clearing 


Sentiment is the largest factor in 
determining the business situation. 
Fortunately recent developments 
have justified an improved sentiment 
which will almost certainly be re- 
flected in a higher level of business 
volume in the near future. AS a 
matter of fact, much of the gloom 
which has been in evidence in indus- 
trial and financial centers has dis- 
regarded relatively favorable condi- 
tions in many other sections of the 
United States, which, as we have fre- 
quently reminded you, large 
country. 

The defeat of the federal reorgan- 
ization bill helped business sentiment 
materially, as indicating a growing 
independence of the executive on the 
part of Congress. The improvement 
in sentiment thus engendered was 
probably more important than the 
defeat of the measure itself, as many 


is a 


students of government organization 
had found much in it to approve. 

On the other hand, the prospect of 
a definite revision of the tax laws, 
to eliminate the undistributed profits 
tax and greatly modify the capital 
gains tax, should contribute still 
further to an improvement in senti- 
ment, since these changes will sub- 
stantially aid most important busi- 
nesses in this country. 

Little has been said about so- 
cial security taxes at this session of 
Congress, but it is obvious that the 
withdrawal from business and indus- 
try of huge sums, unnecessarily 
large for the purposes of the act, 
has had the effect of reducing the 
capital available for business expan- 
sion. Modification of the law as it 
is now on the books would still fur- 
ther encourage business men to hope 
for greater opportunities for profit- 
able use of their capital and energies. 
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—Judge 


"Never mind with that reasonably accurate facsimile, Elmer—the contest is over." 


Three-Pants Suits 

Now that the two-pants suit is a 
commonplace, Benson & Rixon Com- 
pany, which claims to have orig- 
inated the two-pants business 24 


Loop Store Opes Sot. TiN? Pm 


As NEW as TODAY! 


and ONLY AT BENSON & RIXON'S 


3-PANT SUIT 


At LESS Than the Umat 
Cost of 2-Pant Suits! 


$9Q°%° 
a" 


3 Pairs of Trousers 


1 For BUSINESS 
of Some Meteriel 
I For DRESS 


years ago, has startled the sartorial 
world with the introduction of three- 
pants suits, designed to fill every 
dressing need, with the possible ex- 
ception of formal weddings. 

The innovation consists of the coat, 
vest and two pairs of matching 
trousers which are usual in two-pants 
suits, plus an additional pair of 
trousers of different material for 
“every man who drives a car, plays 
golf, spends time outdoors.” 

Thus the happy buyer really gets 
three suits—‘‘one for business; one 
for dress; one for sports.” 


Printing on Satin 

A couple of weeks ago the Houston 
Chronicle printed a 24-page section 
of its paper on heavy satin, in con- 
nection with the completion of a 
plant addition, and because it prob- 
ably is the first, or one of the first 
times that cloth has been run through 
a regular newspaper press, we're 
giving you some of the details, as re- 
layed by J. H. Butler, business man- 
ager. 

“Our special 24-page section,” he 
explains, “was a heavy satin. We 
printed only about 24 of these sec- 
tions. We purchased 250 yards of 
satin from one of our local depart- 
ment stores, and then wound the 
satin on a spindle, which was fed 
into one cylinder of the press. 

“As it came off this one cylinder, 
we had some pressmen take hold of 
the cloth and start winding it on a 


Ad-libbing 


little special spindle, which we rigged 
up. In other words, the satin did 
not go over all the rollers or through 
the folder as the ordinary newsprint 
does. 

“We fed it to the last cylinder of 
the press and caught it as it came 
out, and rewound it ourselves. We 
later had to cut the satin in order 
to make the page arrangement we 
did in making up the section, which 
we did with a pair of shears.” 

The section is a remarkably good 
printing job, considering particularly 
the fact that the surface of the cloth 
is far different on the under side 
from what it is on the outside, and 
the printing stands up clearly, with 
halftones showing well. 

Readers of ApvVeRTISING AGE who 
attend conventions will recall that 
ADVERTISING AGE has used the same 
idea, although worked out on a flat- 
bed press, to make dresses for the 
girls who have distributed papers at 
the AFA and other meetings during 
recent years. 


Truth in Advertising 

Last week the United Artists The- 
ater in Detroit took a good look at 
itself and at its trading area with 
a 280-line pictureless amusement ad 
headed, “What’s Wrong With De- 
troiters?” 

“Perhaps nothing is wrong with 
Detroiters,” it said. “The trouble 
may be with us. 

“Our advertising for ‘Merrily We 
Live’ may have been entirely too 
modest. Perhaps that is the reason 
one of the grandest pictures of the 
year has been seen by only 20,000 
Detroiters. There are at least 100,- 
000 people in Detroit who want the 
royal entertainment ‘Merrily We 
Live’ is giving audiences at every 
show.” 

And the ad winds up by telling 
Detroiters they will get another 
week in which to see the movie. 

But to the casual reader, one rea- 
son for the poor reception being ac- 
corded the United Artists’ offering 
seems clear, for directly beneath this 
copy are seven little dwarfs, an- 
nouncing: “Alright folks! We’ll stay 
for a seventh and final week at the 
Madison.” 


“We Don’t Advertise” 


We're getting awfully tired of the 
fellows who use their advertising 
dollars, in one form or another, to 
boast that they don’t spend money 
for advertising and therefore can 
give finer products for less money, 
or “these beautiful free premiums.” 

The other night we heard that sort 
of drivel on a radio program, with 
the announcer explaining how it was 
possible to keep the price of his 
sponsor’s product down because “we 
spend very little for advertising and 
depend almost entirely on the word- 
of-mouth advertising of our friends.” 

It seems to us that if there is any 
advertising which is misleading, that 
advertising which shouts that “we 
do not advertise” is it. 


==» © 


Information 
for 


Advertisers 


The following documents may be 
secured without charge from com. 
panies sponsoring them, or through 
ADVERTISING AGE, by any national ad. 
vertiser or advertising agency execu. 
tive writing on his business letter. 
head. 
No. 


1330. Space Buyers Look at 


Newspapers. 

This nation-wide survey, issued by 
Ross Federal Research Corporation, 
reveals what space buyers and adver. 
tising managers think of the factual 
information submitted to them by 
newspaper publishers. Highest rat. 
ings were given to circulation and 
reader interest, voted extremely help. 
ful. Other high ratings were given 
to identification of readers, newspa. 


per cooperation, editorial nature of 


paper and _ readers’ 
products. 


No. 1331. The Lady Is a Champ. 


Radio Station WHN has issued | 


acceptance of “" 


Be 


this brochure describing the woman’s © 


program conducted’ three 


times 7 


weekly over this station by Mrs. Ida | 


Bailey Allen, home economist. The 


brochure outlines Mrs. Allen’s radio a 
career, tells about the selling job she | 


does, 
power. 


No. 1332. Consumer Analysis, 1938. 


the market and its buying | 


This is the 15th annual consumer 7 
analysis of the Greater Milwaukee 7 
market, compiled by The Milwaukee © 
Journal, and it provides a clear pic 7 


ture of buying habits in regard to 
scores of products. Data covers the 
number of brands, number of fam- 
ilies using each brand from year to 
year, average monthly purchases per 
family, trend of package and bulk 
volume and per cent of store distri- 
bution of brands. 


No. 1333. 
Map. 


The Story of the Dotted | 


The Michigan Radio Network has | 
issued this map which tells the story 


of a test made to show the locale 
of women listeners habitually tuned 
in to this network’s stations in the 
early afternoon. The map shows the 
coverage at a time when women are 
supposedly hard to reach. 


No. 1334. The Stamp Racket. 


This survey covering the traffic in 
counterfeit, stolen and washed post: 
age stamps has been issued by The 
Postage Meter Company. The study 
gives many facts and figures on 
stamp counterfeiting and reprocess- 
ing, with examples of these opera 
tions, and discusses methods of re 
ducing and suppressing this traffic. 


No. 1323. Money. 


This booklet, issued by Ladies’ 
Home Journal, contains a summary 
of the third of its nation-wide su" 
veys of “What the Women of Amer 
ica Think.” This time the subject 
is money and the problems it raises. 
The study shows what women think 
about living expenses, what expendi: 
tures cause the most marital quar 
rels, the pro’s and con’s of instalmet! 
buying and many other angles 0 
family living and buying. 


No. 1324. Acres of Diamonds. 


Criterion Advertising Service 4 
issued this small booklet in which " 
makes a plea for consideration 
“the wrong side of the tracks” [0 
profitable sales. An outline is sivé? 
of Criterion service—selective poste! 
advertising in neighborhood shoppits 
centers. 


1317. Conti-Glo 
Products. 


In this folder, Continental _ 
graph Corporation announces its il 
Conti-Glo Luminescent product 
paints that glow in brilliant colo" 
when exposed in darkness t? ” 
light (harmless filtered ultra-viol@t 
The folder includes color charts, — 
a full description of the medium ® 
its many uses. 


No. Luminescen! 
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i TODAY THERE IS JUST ONE GENERAL AGENCY WHOSE FIRST PURPOSE IS TO SATISFY THE AGE-OLD 
ae HUNGER OF PEOPLE TO KNOW ALL THAT HAS JUST HAPPENED. THAT AGENCY IS THE NEWSPAPER. DAY 
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ae 4 AFTER DAY IT TELLS THE RUNNING STORY... ANALYZES... CLARIFIES ... SUMS UP. FROM IT THE AVER- 
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7 ; EYOND what he learns from per- Since before the Civil War the On the basis of results, Chicago 
eS per sonal experience, most of that Tribune has grown with Chicago... retailers spend the largest part of 
pron which the average American knows its oldest newspaper and its youngest. their advertising budgets in the 
is what he gets from his newspaper. Ninety years of action in advancing Tribune. With incomes drawn from 
Dotted And it is a liberal education, for the the interests of the city and the na- commerce, industry and the farm, 
—— newspaper alone tells him the news tion make it the newspaper which Tribune readers are the backbone of 
e story | comprehensively . . . as it happens. the people of the Chicago territory retail trade... and the steady volume 
a : News of what happened and why follow with greatest interest and market for branded merchandise. 
in > : it happened . . . and what may rea- confidence. 
send sonably follow! Through the columns: of the "THE SALES RECORDS of 
a Readers in every walk of life ex- Tribune the advertiser can address retailers and national advertisers 
t. i pect the newspaper to help them a constant audience of over 670,000 alike demonstrate that the families 
geek understand ... to give them ideas of —_ familiesin Chicago and suburbs alone. who pack the stores, as a result of 
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ide sur | vertising medium. As they read the back of it. He need waste no time or — out... the greatest volume of sales. 
yao news, readers turn consciously to the money on preambles. He can start And in Chicago you can take maxi- 
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poten habit of basing most of their buying He risks no ill will precipitated by ties by building your advertising pro- 
al = on what they see in the newspaper. inexpert or irresponsible presentation —_ gram around the Tribune. Rates per 
ae of of his advertising message. 100,000 circulation are among the 
lly CHICAGO, the newspaper The Tribune advertiser can start lowest in the advertising business. 
ids. to which... every day of the week... or stop his campaign to take care of 
paren the majority of the families turn emergencies. . . and his specific sales ° ° 
ation ho to keep abreast of the news is the problems. He can picture his product Chicags Uribune 
eee Chicago Tribune. Its aggressive edi- realistically in black and white and TES WORSE VRS ATEST SEwererss 
i torial policies, accurate news reports color. He can describe in lengthy Total Daily circulation in 
and many service departments and detail the special features which so excess of 825,000 
ninesce™ features appeal to people in every — often are the determining factor in Total Sunday circulation in 
1 ae walk of life. making a sale. excess of 1,000,000 
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Becomes ANA Member 


Continental Can Company, New 
York, has been elected to member- 
ship in the Association of National 
Advertisers. H. A. Goodwin will 
represent the company. 


Promotes Prague Hams 


Metropolitan newspapers are being 
used to promote the Antonin Chmel 
tinned Prague hams and 
whole goose livers. These products 
are imported from Czechoslovakia. 
Peck Advertising Agency, New York, 
handles the account. 


Starts Cye Copy 


Gussow-Kahn Advertising Agency, 
New York, has released a series of 
newspaper advertisements for Cye, 
custom shirtmaker and haberdasher, 
New York. 


Pedicraft to Weiler 


Sidney H. Weiler Advertising 
Agency, Philadelphia, has been ap- 
pointed to handle the account of 
Pedicraft Shoes for children. 


Eastern Builder Features | 
Standard Material in Homes * 
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PRACTICAL BUILDER'S 70,000 building 

contractor readers provide manufacturers 

most direct method of contact at lowest 

cost with largest bona fide list. (Adver- 
tisement). 
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HOLLYWOOD NEW 
RADIO CAPITAL? 
EXPERTS DIFFER 


Conflicting Trends Pictured 
by Survey 


(Editor’s Note: Advertising 
Age has just completed a study of 
radio’s trend toward Hollywood, 
and its advertising and merchan- 
dising implications. This is the 
first of three articles.) 

Hollywood, Cal., April 14.— Has 
radio gone Hollywood? This town 
thinks so, and in fact proudly pro- 
claims itself the radio capital of the 
world. 

Columbia Broadcasting System is 
just preparing to move into its new 
$2,000,000 studio on Sunset boule- 
vard, soon to be known as Columbia 
Square, and close by National Broad- 
casting Company is rushing work on 
a new producing plant which will 
cost as much. Incidentally, its cor- 
ner at Sunset and Vine will be 
dubbed Radio City. 

A good many advertising agencies 
have been in Hollywood for a long 
time, not necessarily with an eye on 
radio production, but for movie ad- 


vertising tie-ups. Danny Danker, 
head of the J. Walter Thompson 
radio set-up here, which includes 


over 50 people in its personnel, has 
been in Hollywood for ten years, 
having started the job when Lux was 
featuring testimonials of movie stars 
on a magnificent scale. 


Influx of Agencies 


But there are more agencies here 
now than ever before, and Holly- 
wood boulevard is lined with office 
buildings housing agencies handling 
big accounts which are producing 


shows with a Hollywood address. 


HEADLINES INVITE LINEAGE 


into the 


ROCK ISLAND - MOLINE MARKET 


“FACTORY FORCE LIST 
INCREASES IN ROCK ISLAND” 


Rock Island showed an employment gain for 
February of 3.7 per cent while statewide employ- 
ment dropped 1.4 per cent. 


“Arsenal Steps Up Working Force To 1,965 
No Let Down In Prospect For This Year’ 


Arsenal commandant reveals that Arsenal em- 
ployment is now 1,965, having been stepped up to 
finish up certain work before the end of the fiscal 
year, June 30, and to prepare for work during 
the next year expected through provisions of the 
army supply bill now pending in Congress. 


‘‘More Shipping On River Seen For This Week” 


Steel moves in over Hennepin Canal. 


Freight 


picked up for the north. Eleven barges of gaso- 
line reach local terminal. 


COVERAGE 
9 OUT OF 10 
HOMES 


These are “straws in the wind” showing why 
this market is a bright spot on the nation’s map. 


Aim your lineage where people are busy and 


BUYING. 


A Member of the Illinois Markets 


THIRD 
LARGEST 


National Representatives: The Allen-Klapp-Frazier Co. 
New York, Chicago, Detroit, St. Louis 


COLUMBIA STUDIOS ARE RUSHED 


CBS is planning to dedicate its new Pacific Coast headquarters building in 


Hollywood April 30, with elaborate ceremonies. 


Many of the top executives in these ‘important producing center,” com- 
agencies have been here only a short mented a big broadcasting executive, 


time, having come in with the big 
rush to movieland which has de- 
veloped during the past year. 

Consequently there is room for the 
claims which are being made regard- 
ing the growing importance of Holly- 
wood as a premier radio center, even 
though New York is not yet in dan- 
ger of being ousted from its position 
as the Number One production spot. 

Hollywood is producing about 
30 network shows a week, includ- 
ing a few for the Coast networks 
only, while the East, including New 
York and Chicago, accounts for twice 
as many. On the other hand, the 
top-flight shows, which hold the lead- 
ing positions in the Crossley ratings, 
are practically all being broadcast 
from Hollywood. 

For one thing, radio would have 
you know that it is not here merely 
because this happens to be the cap- 
ital of movieland. Leading broad- 
‘asters and agency executives point 
out that this is rapidly becoming the 
greatest center in the country for 
talent of all kinds, including acting, 
writing and other creative work. If 
you want to hire a musician, a writer 
or an actor, you can get one of the 
biggest and best merely by tossing a 
pebble into the nearest crowd. 


Happy in Sunshine 


Of course, movie stars are in great 
demand for radio purposes, either as 
regulars or guest stars, and this fact 
is not overlooked. But, offsetting this, 
many of radio’s big names, such as 
Amos ’n’ Andy and Lum and Abner, 
are broadcasting from Hollywood not 
because their regular job is making 
movies, but because they like to live 
in sunny Southern California. This 
is no minor detail, either, as agency 
men handling radio talent will tell 
you. 

The Hollywood gold rush _ has 
slowed up somewhat of late, partly 
for seasonal reasons and partly be- 
cause Of the business recession. In 
fact, the latter is beginning to change 
some of the ideas of advertisers as 
to whether, after all, they have to 
have the big-name shows, so many of 
which originate in Hollywood, with 
picture stars as their assured audi- 
ence-getters. 

From the standpoint of the cost of 
producing Hollywood shows, it may 
be just as well that a brake has been 
put on temporarily, because the com- 
petition for talent was skyrocketing 
prices. With business off from 1937 
levels, advertisers are not so insist- 
ent on getting big names, no matter 
what the cost, and this may have 
the effect of halting the stampede 
which seemed to be on only a few 
months ago. Agency men recognized 
the danger, and are glad talent can 
now be talked to in something less 
than astronomical figures. 


Two Contrary Views 


“Hollywood can’t be stopped,” is 
the verdict of an agency vice-presi- 
dent, the account executive on one 
of the biggest Hollywood shows. 
“The talent is here, whether it is in 
acting or writing, and writers are 
getting to be more and more impor- 
tant in insuring successful radio 
entertainment. Since the stars pre- 
fer to live here, it is necessary to 
produce here.” 

“Hollywood will continue to be an 


“but don’t forget that radio is always 
changing and introducing new ideas. 
Movie stars have their value, but I 
am sure that radio will not be de- 
pendent now or ever on people who 
made their reputations in pictures. 
As a matter of fact, many of the 
leading picture stars won their film 
eminence because of success on the 
radio. 

“We don’t consider Hollywood the 
radio capital of the world, even 
though we recognize its growing im- 
portance and are extending our own 
facilities for taking care of produc- 
tion here. Other cities, such as New 
York, will continue to be of primary 
importance, and to develop shows 
not dependent on Hollywood for 
material or acting talent.” 


New Facilities Needed 


The new CBS and NBC studios, 
by the way, are badly needed, since 
so many shows are being produced 
now that facilities are inadequate. 
Some of the bigger programs are 
being aired from theaters, in order 
to accommodate the studio audiences 
which are now such an important 
part of the radio picture. Even with 
the new studios, it is doubtful if the 
demand can be fully supplied, espe- 
cially as to auditoriums seating the 
crowds which would like to see as 
well as hear radio talent in action. 

The big question mark in the 
minds of advertising executives in 
Hollywood is this: With production 
so far away from advertising and 
management headquarters, can radio 
be kept on the track from a mer- 
chandising and sales’ standpoint? 
Will Hollywood’s showmanship ob- 
scure the primary task of using radio 
programs to sell goods? 

That is the reason why agencies 
responsible for big-name, high-priced 
radio shows are seeing-that produc- 
tion in Hollywood is supervised not 
only by men who know how to build 
good radio entertainment, but have 
their eyes on the ball from the stand- 
point of sales and advertising results. 


Use Seasonal 
Themes for. 


McK&R i-bath 


New York, April 13.—Doubling its 
previous media list, a year around 
campaign with different seasonal 
themes has been launched by Mce- 
Kesson & Robbins, Inc., Bridgeport, 
Conn., on behalf of its medicated eye 
wash, “i-bath.”’ 

All causes of red and sore eyes will 
furnish promotional themes at differ- 
ent times of the year. This spring 
“i-bath” will be promoted as good for 
“eyes swollen from colds,” while the 
fall will bring the hay fever motif. 
Dissipation will be a recurring theme 
throughout the year with copy read- 
ing, “Don’t let red eyes tell tales; 
“i-bath” will be promoted as good for 
‘morning after’ eyes.” 

The campaign wil consist of 50-line 
insertions in American Magazine, 


Collier’s, Cosmopolitan, Pictorial Re- 


view, Redbook, The Saturday Eve- 
ning Post and Time. Brown & Tar- 
cher, Inc., is the agency. 


—_____ 


Shell Tale Is 
Ancient, But 
Always Spicy 


New York, April 14.—The broad 
canvas on which the Shell-Union Oi] 
Corporation has, for the past three 
years, sketched the inconveniences of 
modern traffic conditions is being 
newly inscribed this spring with stil] 
more sales ammunition to exploit the 
“stop and go” advertising theme that 
has become virtually a synonym for 
Super-Shell gas and oil. 

The ramifications of the theme 
have ranged from bovine whimsies 
on country roads to a preview of the 
“city of tomorrow”; from the vaga- 
ries of pedestrians on city streets to 
typical traffic jams. The theme has 
dominated Super-Shell advertising in 
newspapers, magazines, outdoor 
space, point-of-purchase displays, on 
the air and by means of games and 
contest tie-ins. 


Started Way Back 


“Stop and go” merchandising 
began in the spring of 1936 with the 
humorous touch of Wm. Steig’s dis- 
tinctive cartoon figures. Occasion- 
ally a straight product selling inser. 
tion was used both in 1936 and last 
year, but for the most part the Steig 
brand of humor was the common 
denominator of all Shell media. Last 
year came the visualization of the 
city of 1960, with its elevated side- 
walks and express drives, as pictured 
by Norman Bel Geddes, authority on 
future trends. 

Current spring campaign and plans 
for the remainder of this year indi- 
cate that “stop and go” will be fur- 
ther dramatized by striking distance 
comparisons: “four miles by air, six 
miles by road map, eight miles by 
stop-and-go”; “fone mile across town 
at 5 a. m. s-t-r-e-t-c-h-e-s to two miles 
at 5 p. m. by stop-and-go.” 

J. Walter Thompson Company is 
the agency. 


G. O. P. Names Waltman 


Franklyn Waltman, Washington 
Post columnist, has been named di- 
rector of publicity for the Republican 
National Committee. Mr. Waltman 


Te 


was formerly a member of the Wash: © 


ington staff of the Baltimore Sun. 


Hotels to Brown 


The Palmer House, Chicago, has ‘ 
appointed E. H. Brown Advertising ~ 
Agency, Chicago, to handle its ac © 


count. 
executive. The Spink-Wawasee, Wa- 
wasee, Ind., has also placed its ac 
count with Brown. 


Two Join Krivit 

Samuel G. Krivit Company, Inc, 
New York, has appointed Tony Pa 
lazzo, formerly art director for Zs- 
quire and Coronet, to its art staff. 
Charles B. Strauss, formerly with 
Fairchild Publications, has joined 
the planning and copy department. 


Let’s work together on your illustratie® 
needs. You can have this photograph ws 
thousand others in your hands tome 
When you need compelling photographic ins 
trations just look in our big catalog 0 
1,000 stock photographs. Write for 
copy on your business letterhead. 


PHOTOGRAPHIC 
ILLUSTRATIONS. INC. | 


143 N. Wabash Ave. Chicago: 
FRAnklin 0074-5-6 
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Canada Will 


Launch 


Drive for Tourists 
in Mother Country 


Montreal, April 14.—Canada will 
shortly launch an extensive advertis- 
ing campaign in the British Isles 
to attract tourists to Canada, D. Leo 
Dolan, chief of the Canadian Travel 
Bureau, Federal Department of 
Transport, Ottawa, said in an address 
given before the Sherbrooke Rotary 
Club. The advertising program, to 
be waged in leading newspapers and 
magazines, will mark the first to be 
conducted by Canada in the mother 
country. Financing will offer no 
difficulties, he said. 

Taking “The Tourist Industry of 
Canada” for his text, Mr. Dolan de- 
clared that the tourist business is 
of vital economic importance to the 
nation. The 18,280,000 travelers who 
visited Canada last year left $295,- 
000,000 behind, he disclosed, more 
than was spent on education in the 
entire Dominion. 


Its Biggest Industry 


Mr. Dolan told the Rotarians that 
the Rt. Hon. R. B. Bennett showed 
the House that the tourist industry 
during the past 10 years had not 
only saved Canada from bankruptcy 
but had resulted in a favorable trade 
balance. He said that in the past 
five years Canadian governments had 
become tourist conscious and now 
realize the major importance of the 
industry. . 

Essential need of a well developed 
system of modern highways through- 


Box Top, Cash 
New Technique 
for Premiums 


New York, April 14.—Doubling its 
spring advertising budget over last 
year's and introducing a new pre- 
mium offer, Park & Tilford will wage 
an aggressive campaign in behalf of 
Tintex household tints, Henry C. 
Bernard, president, said today. 

The campaign, said to be the larg- 
est in the company’s history, will em- 
ploy 104 newspapers, The American 
Weekly, and Simplicity Magazine, as 
well as trade publications, broadsides 
and point-of-sale material to drug, 
department and syndicate stores. 
Copy will be about evenly divided 
between selling text and premium 
promotion. 

Park & Tilford is only one of a 
humber of New York advertisers 
who are leaning heavily on premiums 
to give a filip to volume. While all 
are asking small sums, the 50 cents 
requested by Park & Tilford is the 
largest amount currently sought in 
connection with premiums. 

R. L. Watkins Company is offering 
a love charm to buyers of Dr. Lyons’ 
tooth powder, featuring the new pre- 
Mium in 135 newspapers and two 
radio programs. A 22-carat gold 
Plated bracelet with three initialed 
heart-shaped charms is given for a 
carton front and ten cents. Addi- 
tional charms may be secured for 
later purchases. 


A Silver Effigy 


Chase & Sanborn is following up 
Its Charlie McCarthy success with a 
lew offer of a McCarthy teaspoon for 
one dated coffee label and ten cents. 
A likeness of the dummy appears on 
the handle. 
The gift, designed to introduce 
gag women who have never 
0 tints or dyes, as well as to 
ae ¥ competitive products, con- 
inc : a hand-colored photo minia- 
Py 24-carat gold-plated frame, 
“a bed from a favorite snapshot 
; = e. It will be obtainable for 
S and two Tintex box flaps. 

© campaign will extend into the 
- a when plans will be laid for 
ima? intensive merchandising 
Mr. “io to be launched in the fall, 
See Nard said. Charles M. Storm 

Pany is the agency. 


Sum 


out the Dominion was stressed by 
Mr. Dolan. He pointed out that 
80 per cent of 1937 tourists last 
year traveled in automobiles, and de- 
clared the best investment any prov- 
ince can make is construction of good 
roads. Cost of construction is borne 
largely by the tourists themselves, 
he maintained, since they pay toll 
bridge fees as well as a gasoline tax. 

Mr. Dolan believed that tourist 


trade in the coming months will be 
almost comparable with that of 1937, 
when the highest peak since 1922 
was reached. He predicted that wars 
and threats of wars will turn many 
American tourists to Canada. 


Issues Sales Manual 


Oneida, Ltd., Oneida, N. Y., has be- 
gun distribution to retail stores of a 
sales training manual and consumer 
survey on Community Plate. The lit- 
erature was prepared in cooperation 
with the merchandise education de- 
partment of Good Housekeeping. 


McCargar to Agency 


H. M. McCargar, formerly with 
Outdoor Advertising, Inc., has joined 
George H. Hartman Company, Chi- 
cago, as account executive. 


Overtime Parkers 
Saved by Calvert 


Portland, Ore., April 14.—Spend- 
ing five cents to save potential cus- 
tomers $1 was the unique method 
being used here today to build good 
will for Calvert Distillers Corpora- 
tion. 

Portland recently installed park- 
ing meters in its business district. 
The cost of parking is five cents an 
hour. Over-parking is subject to a 
$1 fine. But many an over-parker 
in the past few days has returned 
late to his automobile to find, in- 
stead of a police ticket, this card 


stuck under his windshield wiper: 
“Your car was parked overtime and 
we took care of the meter. Hope 
to be of service to you again. Cal- 
vert Distillers Corporation, 438 Amer- 
ican Bank Building. Beacon 6001.” 


Exempts Restaurants 


Michigan’s chain restaurants will 
be exempted from the state’s tax on 
chain stores enacted by the 1933 leg- 
islature, as the result of an opinion 
handed down by the attorney gen- 
eral’s department. 


Gets Magnus Metal 


Magnus Metal Corporation, Chi- 
cago, manufacturer of bearings and 
bearing metals, has appointed Van 
Auken-Ragland. Inc., Chicago, to 
handle its advertising. 


National 
New York 


Representatives: 
Chicago 


N the 8 years WLS has been un- 


der the present management, 
8,342,346 letters have been received 


from listeners—an average of over a 


million letters a year for eight con- 


secutive years. A 


lot of letters — from 


a loyal audience 
that listens and re- 


sponds. WLS GETS 


RESULTS! 


Detroit 


Los Angeles 


THE PRAIRIE 
FARMER STATION 


Burridge D. Butler, President 
Glenn Snyder, Manager 


INTERNATIONAL RADIO SALES 


San Francisco 
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HANCOCK, MD. 


Hancock is a really prosperous 
small town. Location of a sand 
and glass factory, railroad shops, 
and a textile mill. Pay envelopes 
are regular — and fat! 


Nearly 600 new cars were sold by 
Hancock dealers in 1937. There’s 
no depression there! 


The Hoffman Chevrolet Co... . this 
dealer sold over 200 new Chevrolets 
and nearly 60 Oldsmobiles. 


Davison'’s Garage . . . about 60 new 
cars moved out of this garage. 


Good stores are found in Hancock 
—stores that have complete lines 
of advertised — and other prod- 
ucts. Are YOUR sales up in 
Hancock — and in other small 
towns? 


Potomac Edison Co. .. handles 
Frigidaires and Westinghouse electric 
ranges. Also reports excellent sales 


on Westinghouse radios. 
* 


In 16,000 small towns business is 
good. That’s where more than 
550,000 small town families read 
GRIT reguiarly —and buy prod- 
ucts advertised in GRIT. 


231 families live in Hancock 
65 read GRIT each week 


To Sell Goods in | 
SMALL TOWNS 


WILLIAMSPORT, PA. 
i onensteaeindineene iealiadhie 


Voice of the Advertiser 


Ls This department is a reader’s forum. Letters are welcome. =m 


___ CARTERS REALLY GOES TO TOWN IN DUBLIN _ 


AND YOU'RE AFTER CALLING 
fl THIS CLEAN, MOLLY QUIN ? 
A you CAN T HAVE PUT YOUR 
HA CUSTER ROUND THIS ROOM 
f FOR A WEEK / 


HOTEL SERVANT 


FACED WITH RUIN 


wc les : 
= . 


aha aes 
EAN THESE ROOMS 
LY OR | PROMISE be 
lL FIND A GIRL WHO CAN: Be 


1F | LOSE My JOB, 1 


SHALL BE RUINED ENTIRELY. INDEED 4 
{ WISH | KNEW WHAT WAS WRONG WITH ME. Ae 
t TAKE MEDICINES TO ‘ patel 
KEEP MY BOWELS OPEN, 

6uT i STuL FEEL "q 


AND ROTTEN. 
NEEO ARE CA 


THOSE BOWEL MEDICINES 
ARE ONLY A MAKESHIFT 
MISS QUIN, SURE IT’S 
YOUR LIVER THAT'S OuT OF 


OF BILE JUICE INTO YOUR 
BOWELS EVERY DAY; OF 
COURSE YOu FEEL TIRED 


LIVER PILLS 


ST A TINY PACKET Ur 
peat UTTLE LIVER PILLS 


AND WHAT A DIFFERENCE _ 
IT MADE TO Gis 
MOLLY QUIN, J é oe 


WHAT YOU 
RTERS LITTLE 


WHOLE WIDE WORLD HAS COME 
OVER yOu, MOLLY QUIN 7 

‘ YOURE KEEPING THESE ROOMS 

, AS CLEAN AS A NEW PINS 


TRUTH IS, MISS MURPHY 


bs It'S THOSE CARTERS 5 Pression and ill-health, Post coupon now! 
UTTLE LIVER PULLS = i 
wn THAT HAVE MADE » A 4 NAME 
ALL THE DIFFERENCE. * 
- 1 FEEL GRAND! i] ADDRESS 
3 1 
se I Post to Dept. DP9_W. Gaw Ltd., P.O. Box 
ts, Dublin, Lire. Don’t seal envelope—use 3d. 
§ stemp. 


‘ Generous sample packet of 
' FREE! Carters Brand Little Liver 
i] Pills — free! Also valuable 
1 booklet giving full medical details about 
§ the liver and the wonderful Glad-to-be- 
1 Alive feeling men and women get when 
| they wake up their Liver Bile. Conquer de- 


BRAND 


Carters Little Liver Pills 


—fill you full of sunshine ! 


Frank Irish Copy 


To the Editor: How they use car- 
toon squib technique in Ireland may 
interest you. The enclosed example 
is from the Jrish Press, of Dublin. 
Note the uninhibited balloons. 

W. J. BYRNES, 

Manager, Research & Promotion, 

Chicago Tribune. 


- © FF 


It's Got “Umph” 

To the Editor: <nclosed is my 
buck and blessings for another 
wholesome year of the best there is 
in your or my field. Of nine trade 
papers which come to our desk, 
ADVERTISING AGE gets the “umph” in 
attention. 

GEORGE SMITH, 

Mer., Texas Newspaper Features, 

Dallas. 

, FF F 


Wants Discussion 
of 4th Class Mail 


To the Editor: ADVERTISING AGE 
recently carried a brief story on the 
proposed abolition of use of pre-can- 
celed stamps over the six-cent de- 
nomination. My organization has 
made some new recommendations in 
a letter to members. Specifically, we 
have in mind such possibilities as 
(a) withdrawal of all present per- 
mits and re-issue only to certified, 
reputable, responsible mailers, leavy- 
ing little or no latitude to postmas- 
ters as to who can qualify for per- 


mits; (b) dating all pre-canceleds, so 
that their use must take place within 
a limited period of time, such as ten 
days; (c) checking by postmasters of 
mailings against stamps purchased. 

These are merely preliminary sug- 
gestions already evolved from the 
scientific study we are making. This 
is a matter of far-reaching impor- 
tance and we invite all interested to 
send their views and recommenda: 
tions either to you or us, for study, 
analysis, synthesis and presentation 
to the Post Office Department at 
Washington. 

Our own hot and immediate pro- 
test to the Department resulted in 
prompt suspension of the ruling 
until July 1, but we must present 
a scientific case before that date to 
prevent this unwarranted and uneco- 
nomic hardship being inflicted on 
mailers. 

THomas Q. BEESLEY, 

Executive Director, National 

Council of Business Mail Users, 

Chicago. 
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Horizontal Versus 


Vertical Publications 


To the Editor: We are making a 
special study of trade usage of the 
terms ‘vertical’ and “horizontal” as 
they apply to business and industrial 
paper circulation. Specifically, we 
should like to find out what the ad- 
| vertising profession means when 
|they refer to a trade or industrial 
{ 


paper with vertical circulation and 
one with horizontal circulation. 

We note that ADvEeRTISING AGE has 
carried several stories on this sub- 
ject and we feel that your files must 
have considerable data on the sub- 
ject which would be of great value 
to us. 

O. S. McCorison, 

Electrical Manufacturing, New 

York. 

vvy 
Protest 

To the Editor: I am enclosing a 
carbon copy of a letter I am sending 
to V. J. Thill, advertising man- 
ager for Chasers, Inc., New York. 

If this letter seems impatient, 
please remember that we have been 
discussing this matter with Mr. Thill 
for some time and recently obtained 
from him a promise that his adver- 
tisements would be changed in char- 
acter to conform with the facts as or- 
ganized safety men know them. 

Imagine, then, our amazement to 
find that while it was true he had 
changed his text, the revised copy 
was even more flagrantly in viola- 
tion of all safety practices than the 
originals. 

We certainly do not welcome any 
such help as “Chasers” are giving us 
in a campaign that encourages driv- 
ers to outwit policemen and assumes 
that a driver, after two drinks, is the 
innocent victim of a policeman who 
may stop him. All the information 
and research we have been able to 
obtain, through our own channels 
and others, proves that even one or 
two drinks does have a slight effect 
on a driver, and that this effect 
comes on the driver so gradually that 
there is no sharp dividing line where 
a driver can stop and say “There, 
I’ve had enough and will drink no 
more, else I will become an irrespon- 
sible driver.” 

Another factor of the “Chasers’” 
advertisement we do not like is that, 
since policemen do not stop motor- 
ists unless there has been some viola- 
tion of a traffic law, this concern is 
encouraging drivers who have com- 
mitted some offense to use “Chasers” 
as a means of dodging the facts in 
the case. 

Please let me make it plain that 
our protest is not based for a min- 
ute on any temperance ground. We 
are not temperance people in any 
sense of the word. Our only aversion 
to liquor is that drivers are danger- 
ous when they have been drinking. 

W. H. CAMERON, 


Managing Director, National 
Safety Council, Chicago. 
vvegy 


Bureau of Census 
Seeks Cooperation 


To the Editor: We recently an- 
nounced a new Census of Retail and 
Wholesale Trade covering 1937 and 
the first quarter of 1938. 

An important change has’ been 
made in the periods to be covered. 
It has been decided to include the 
first two quarters of 1938 — Jan. 
1 to March 31 and April 1 to June 30 
—as the statistics for the two quar- 
ters of that year will be much more 
significant than for the first quarter 
only, as originally planned. 

This will necessitate a change in 
our plans for mailing the schedules. 
The questionnaires will be mailed to 
the reporting establishments the lat- 
ter part of June instead of March, as 
previously announced. 

I trust you will continue to sup- 
port the Census in its efforts to make 
available to trade publications, trade 
associations and business men in 
general, current statistics on the 
important fields of business of retail 
and wholesale trade. May we look 
forward, then, to your bringing these 
significant changes to the attention 
of your readers and urging those 
who receive the questionnaires to 
cooperate with us by supplying the 
information promptly, thus enhanc- 
ing the value of the data by its 
timely release. 

F. A. GOSNELL, 

Chief Statistician, Census of 

Business, Philadelphia. 
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Current trade paper copy of Karastan 
Rug Mills, calling on dealers to get back 
to vigorous work. 


Karastan Prefers 
Guts to Pulchritude 


To the Editor: The attached three. 
page advertisement for our Client, 
Karastan Rug Mills, may interest 
you. It appears in Retailing for 
April 11. 

Featuring guts rather than beauty, 
it carries a note of confidence and 
aggressiveness which other success- 
ful concerns might well play on the 
calliope of advertising in paid space, 
Too many good success stories are 
being buried in quiet, dignified type 
way back by the financial columns 
and death notices. 


RosBert Coins, 
Vice-President, George H. Hart- 
man Co., New York. 
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Interview Forms Aid 


Insurance Salesmen 

To the Editor: I am sending you 
some promotion material which is 
going out to our agents in connection 
with a full page advertisement which 
will appear in The Saturday Evening 
Post later this month. 

There is nothing flossy about the 
announcement, but we would rather 
put our money into material the 
agent is going to use, rather than 


into fancy promotion pieces urging 


him to use it. 

A number of agents have written 
in advising us that they have been 
able to write larger policies through 
the use of our interview form. We 
are much pleased with the way it is 
helping agents to improve the quality 
of their business all the way through. 
It takes a creative salesman to get 
business these days and this form is 
helping our men to operate on a fine 
professional plane of thinking that 
does create business. 


L. J. EVANS, 
Northwestern Mutual Life Insul- 
ance Company, Milwaukee. 
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Retreaded Tires = 
Must Be Identified 


To the Editor: You may be intel 
ested in the letter we are sending ' 
the sales manager of every tire mal 
ufacturing company in the United 
States, as follows: ; 

“We believe you would be ver 
helpful if you were to call to the at 
tention of all your dealers that s°Y 
ernment regulations on the sale of 
recapped or retreaded tires require 
that these tires must be marked ‘used 
tire—recapped’ or ‘used tire—Te 
treaded.’ , 

“Your notifying your dealers will be 
a very great help in reducing the sale 
of dead or defective tires, W® 
lieve.” ; 

The United States Chamber of ye 
merce in a very recent bulletin call 
this particular rule to the attent!® 
of the members. 


Greorce J. BuRGER, 
Sec’y & Gen’l Mer., National 4* 
sociation of Independent Tire 
Dealers, New York. 
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CONSUMER WITH 


BEAUTY APPEAL 


New York, April 14.—Inauguration 
in Syracuse of a newspaper and ra- 
dio test campaign in behalf of Per- 
mutit Company’s household water 
eonditioning equipment last week 
marked the latest step in the trans- 
formation of the company from an 
industrial] to a consumer merchan- 
diser. The new conditioner, a “de- 
pression baby,” has been registering 
a steadily rising sales curve and ex- 
pectations are that following the cur- 
rent test the advertising will be 
placed on a national basis. 

Faced with the problem of ap- 
proaching home owners with a com- 
paratively high priced unit which 
must be attached to the water main, 
Permutit neatly ducked any vision 
of ripped up cellars and elaborate 
plumbing requirements. Instead, the 
1,200-line advertisement which intro- 
duced Permutit to Syracuse home 


owners carried a two-line streamer 
head, “Syracuse Water Threat to 
Beauty, Experts Say.” 

Copy told how hard water hurts 
the skin; and how soft water creates 
new whiteness for clothes, new ease 
of shaving, and new luster for hair. 
No mention is made of price, which 
ranges from $100 to $500, depending 
on the size of the home and its needs. 
The campaign, is a joint effort be- 
tween manufacturer and distributor, 
with the latter’s address featured in 
a coupon. Several dealers outside 
Syracuse are also listed. 

Until 1933 an industrial organiza- 
tion specializing in construction of 
water-softening equipment for textile 
and paper mills, Permutit Company 
decided that year to enter the home 
appliance market, but released no 
consumer copy until 1937. Six dou- 
ble-page insertions in Life brought 
what was said to be a satisfactory 
inquiry response, but insufficient lo- 
cal distribution put a damper on re- 
sults. Latest plans therefore call for 
an approach to home owners on a 
local basis, with full assurance that 
dealers are equipped to exploit a free 
demonstration offer which will re- 
main the “door opener” for salesmen. 

The Syracuse area was selected as 
the locale of the initial 1938 mer- 
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First piece of newspaper copy in edu- 
cational campaign sponsored by Adver- 
tisers' Club of Cincinnati. 


chandising effort because of its re- 
latively soft water, the reasoning be- 
ing that proven efficacy of the Per- 
mutit conditioner on the city’s seven- 


grain hard water would be a potent 
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k increased 51% over the 


argument for installation in other 
localities, particularly the Middle 
West, where water is 15 to 25 grains 
hard. 

Future insertions in the test cam- 
paign will feature testimonials by 
Syracuse residents, elimination of 
rust in pipes, ease of lathering for 
bath and dishes, and improved cook- 
ing. A 10-minute daily news broad- 
cast over WFBL is supplementing 
the newspaper space. Compton Ad- 
vertising, Inc., is the agency. 


Retail Union 
Essays Price 
Dictatorship 


Milwaukee, April 14.—Encouraged 
by the success of truck drivers in 
establishing prices to be charged for 
ice, the Retail Appliance Salesmen’s 
Union is endeavoring to secure ad- 
herence to a price scale it has formu- 
lated in its field. 

The agreement offered dealers by 
the salesmen’s union includes sched- 
ules of allowances for used refrigera- 
tors, ranges and other appliances; 
limitation on cash discounts; uni- 
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editorial formula 


rdinary intel- 


n average means. 


form store hours, requirement of a 
minimum stock in order to qualify 
as a dealer, and penalties to be 
enforced by the union for non-observ- 
ance, 

The price of ice in Milwaukee in 
1938 has been set at $9 per ton, 
George Ritchey, business representa- 
tive, Truck Drivers’ Union, Local 
347, announced. This applies to 195 
cash stations serviced by union 
trucks. The price is $1 under the 
established retail price for home de- 
livery. The union will confiscate per- 
mits of stations cutting prices, it 
announced. 

The new agreement between the 
union and the ice manufacturers con- 
tinues basic pay rates in effect in 
1937, provides a week’s vacation with 
pay for the first time, and calls for 
a closed shop. 


H. D. Kerr, formerly executive 
vice-president and treasurer, has 
been elected president and treasurer 
of Bayless-Kerr Company, Cleve- 
land agency. He succeeds W. N. 
Bayless, who retains his director’s 
post and will continue active work in 
the agency. Other officers are R. S. 
Rimanoczy and Walter’ Butcher, 
vice-presidents, and Neville Bayless, 
secretary. 
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fornia is the pioneer 
tion organization of the country, and 
it is only 17 years old. Consequently 
it’s not hard to understand why some 
of the most important phases of the 
recreational travel business—assert- 
ed by many to be the largest single 
industry in the United States—are 
just beginning to be understood. 

For example, any merchant knows 
that if he relies mainly on new busi- 
ness for his success, he’s trying to 
do it the hard way. Yet the areas 
most concerned with getting tourist 
dollars have been devoting so much 
attention .to advertising and new 
business promotion that they have 
neglected the primary merchandising 
requirement of seeing that customers 
who buy the product are so well sat- 
isfied that they immediately become 
the advertiser’s best prospects for re- 
peat orders. 


Studying the Records 


Don Thomas, managing director of 
the All-Year Club, whose enthusiasm 
and energy are largely responsible 
for the success of that enterprise, 
believes in market analysis and a 
complete merchandising job as thor- 
oughly as if he were selling motion 
pictures or citrus fruits, Southern 
California’s other popular and well 
advertised products. So one of his 
fact-finding studies had to do with 
the percentage of repeat orders he 
was getting. He was not entirely 
astonished to find that 55 per cent of 
the visitors were making their first 
trip, and that only 13 per cent had 
visited the area prior to 1936! The 
exclamation point is from the All- 
Year Club’s annual report. 

This explains why in 1937 the 
Official Tourist Information Bureau 
was set up in Los Angeles, not to 
assist in bringing visitors to South- 


FIRST 
IN CLEVELAND 


—And here’s how! 


— 


- BEST of NBC Blue and Mu- 
tual Network shows. 


GUARANTEED time which 
cannot be offered by any 
other Cleveland stations. 


LOCAL and public interest 
programs given more atten- 
tion. 


EXCLUSIVE BASEBALL 
broadcasts in Cleveland since 
1932. 


LARGEST and best staff of 
entertainers in Cleveland. 


PIONEER in educational, 


‘stunts’, short-wave and fac- 
simile broadcasting. 


COVERAGE greater than 
nearest competition whether 
based on mail analysis or 
field strength. 


ACTIVE ond 


7. 


co-operative 


merchandising plus _intelli- 
gent publicity efforts. 
9. FINEST studios and most 


modern technical equipment. 
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K. EK. Hackathorn, Sales Mgr. 
FREE & PETERS, Inc. 
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BRINGING ‘EM BACK ALIVE 


Southern California Enters Second Phase of Tourist Business 
With Accent on Repeat Orders 
BY G. D. CRAIN, JR. 


The All-Year Club of Southern Cali- | 
tourist promo- | 


COMMUNITY SALESMAN 


| 
| 


Don Thomas 


ern California, but for the specific 
purpose of seeing that they have a 
good time when they get there. As 
Mr. Thomas said in his annual re- 
port, “It marks Southern California’s 
recognition, ahead of its competitors, 
of the arrival of the tourist industry 
at a stage reached sooner or later by 
all big business: the realization of 
responsibility toward its customers.” 

The Bureau helps tourists plan 
their vacations, assists them to get 
into movie and broadcasting studios, 
and in general tries to insure their 
getting maximum dividends from 
their big investment in Southern 
California—which in 1937 reached 
the all-time high of $217,000,000. 
The good-looking girls, called wel- 
comettes, who take care of inquirers 
at the bureau, and supply copies of 
a sightseeing map designed espe- 
cially for distribution there, are 
given intensive training for their 
jobs. 

Educating the Citizenry 


The Bureau was opened in July of 
last year, and made such a big hit 
that it is being given still further 
emphasis this year. The whole com- 
munity has been sold on the impor- 
tance of the slogan, “Southern 
California — Friendly Vacationland” 
—through a courtesy campaign re- 
minding the home folks of their re- 
sponsibility to tourist visitors. 

Incidentally, in spite of the fact 
that only the oil industry brings 
more new dollars to Southern Cali- 
fornia than tourist business, the All- 
Year Club, which is partially tax- 
supported, has the constant problem 
of selling its activities to the public. 
As in other sections where support of 
tourist promotion comes from gen- 
eral tax funds, many a citizen not 
directly in the line of the golden 
flood wants to know, “What do I 
get out of it?” He feels that the 
hotels, restaurants, retail stores, oil 
companies and others who are the 
immediate beneficiaries of tourist ex- 
penditures should pay the freight. 

Don Thomas was discussing this 
subject a few months ago at a meet- 
ing of the New England Council, and 
justified the position of his own or- 
ganization and others similarly sit- 
uated in the following comment: 

“It is true that tourist money 
enters circulation in New England 
initially through housing, food, 
transportation, entertainment and 
such personal service expenditures as 
laundry, dry cleaning, etc., but do 
you realize that within 24 hours this 
money turns around and_ starts 
through another set of receivers in 
many different transactions? 


Turnover of Dollar 


“Let us say, for example, that a 
woman tourist goes into a beauty 
shop and spends $2. The owner of 
the shop takes out his overhead and 
profit and turns over the rest to 
Mary Smith, who curled the lady’s 
hair. That enables Mary Smith to 
go to the dentist that night and ex- 
hange her tourist money for dental 
service. 


“The dentist doesn’t know it is 
tourist money and hasn’t the slight- 
est idea where it came from, but he 
takes his profit and turns the rest 
over to the dental supply house for 
the materials he used in fixing Mary 
Smith’s teeth. The dental house takes 
its share of the $2 and pays the de- 
livery boy who delivered the mate- 
rials to the dentist, and the delivery 
boy takes the money home and pays 
it to a dry cleaner for pressing his 
Sunday suit. The dry cleaner turns 
it over to the presser as wages, and 
the presser turns around and buys a 
cake from a baker who doesn’t dream 
where that money came from, and 
probably doesn’t care. But it came 
in as new money, and wouldn't be 
there if it weren’t for the tourist.” 

The All-Year Club of Southern 
California has an annual budget of 
$400,000, of which about $240,000 
comes from taxes and the remainder 
from the contributions of business 
men in Southern California. Its 
carefully compiled records—based on 
factual study and not on glittering 
“estimates”—show that the money 
spent by tourists, including only 
those who came directly in response 
to the advertising, reached a new 
high of $55 for every dollar used for 
advertising in 1937. In spite of that, 
politicians are not averse to sniping 
at the tax money which goes into 
the All-Year Club’s budget. 


New Basis Is Needed 


Actually, though the plan of rais- 
ing funds for tourist promotion 
through general taxation has become 
very popular, as the studies of 
ADVERTISING AGE have shown, this is 
a vulnerable spot in the industry pic- 
ture. The rebellion against high 
taxes which has been gaining mo- 
mentum in the past few years—and 
local taxes, remember, have mounted 
along with federal assessments 
may sweep out a lot of desirable 
services, including tourist promotion. 
The current business recession, like- 
wise, may make it difficult to show 
returns comparable to those of 1936 
and 1937, which set a new high for 
many recreational areas. Under 
those conditions, what’s going to 
happen to promotion budgets based 
on tax collections? 

Perhaps a better plan of raising 
community promotion funds can be 
developed. If taxes are used, maybe 
it would be better to employ gaso- 
line taxes, paid by tourists and 
others who use the roads. Or per- 
haps states which collect sales taxes 
could allocate a portion based on re- 
liable figures covering tourist expen- 
ditures. In other words, the general 
public could not object to using for 
the promotion of tourist business 
part of the money paid by the tour- 
ists themselves. That would be the 


ideal self-liquidating governmental 
project. 

Since recreational travel seems 
merely to have started, and since 


social trends, bringing a wider 
spread of national income and bigger 
and better vacations, will make im- 
portant increases almost a matter of 
course, tourist business will very 
likely be recognized as the nation’s 
principal industry, if it does not 
already enjoy that distinction. So 
better organization of tourist promo- 
tion, from the standpoint of adver- 
tising, servicing of visitors after ar- 
rival, and establishment of sound 
sources of permanent revenue, will 
undoubtedly receive careful attention 
from now on. 


Starts aia Contest 


Devoe & Raynolds Company, New 
York, has issued invitations to art 
directors of advertising agencies to 
participate in a national “Drive 
Safely” poster contest. Both profes- 
sional and amateur artists will com- 
pete. Application blanks can be se- 
cured from Devoe & Raynolds Com- 
pany, 1 W. 47th street. 


Allen Promoted 


Harold C. Allen has been promoted 
advertising and _ circulation § man- 
ager of the Brattleboro Reformer, 
Brattleboro, Vt., succeeding Hazen 
E. Stockwell, resigned. 


Directs Korn Radio 


Sandy Guyer, formerly with WIP, 
Philadelphia, has been appointed 
head of the newly organized radio 
department of J. M. Korn Company, 
Philadelphia. 


TELEVISION MAKES HER PENSIVE 


Toby Wing helps Philco Radio & Television Corporation determine proper make-up 
for television, watching the result in a mirror. 


ee  Denave 
Are Asked for 
Accident Week 


Chicago, April 14.—The druggists | 


of the nation will be enlisted in ex- 
ploitation of Accident and Health In- 
surance Week, April 25-30, according 
to plans announced today by Harold 
R. Gordon, 175 W. Adams _ street, 
chairman of the general committee 
in charge. 

A drug store window with a fam- 
ily medicine chest filled with first 
aid material and home remedies for 
accidents and sickness has proved an 
excellent attention director to the 
greatest problem of the disabled 
wage earner—that of meeting loss of 
income and extra expense occasioned 
by inability to attend business, ac- 
cording to Mr. Gordon. 

To stimulate interest of druggists, 
the committee will offer equal cash 
awards to druggists installing the 
most effective windows and the agent 
who induced the retailer to cooper- 
ate. First prize will be $100 to each; 
second, $50, and third, $25. 

The Chicago Federated Advertising 
Club is participating in the contest 
by enlisting a committee of judges 
who will select prize-winning win- 
dows from photographs. The jury 
will comprise an advertising agency 
executive, an advertising manager in 
the drug field, a business paper pub- 
lisher and an expert in window dis- 
play. 


Leaves Simplicity 
A. G. Crane has resigned as West- 
ern advertising manager for Sim- 
plicity Magazine, New York. He 
joined the magazine 18 months ago. 
Mr. Crane was formerly with the 
Chicago Daily News and New York 


Mirror. 


Ayer Names Copy Board 

N. W. Ayer & Son, Philadelphia, 
has appointed Pierce Cumings, Al 
Harris, Stephan W. Meader, Gran- 
ville E. Toogood and Roger Warner 
as associate copy directors, who, with 
Charles T. Coiner, vice-president and 
art director, will serve as the Ayer 
Copy Board under George W. Cecil, 
vice-president in charge of copy pro- 
duction. 


| “Review” 25 ae Old © i 


Corset and Underwear Review) 
published by Haire Business Publica) 
tions, New York, has_ issued its | 

im 


twenty-fifth anniversary number. 
contains a history of the corset in 
dustry. 


Baker Joins Frantz 


Homer Baker has joined Alfred A” 
Frantz, New York, publicity, to han y F 
dle publicity on the Oslofjord, nev 
flagship of the Norwegian Americal 9k 
Line, which will sail from Norway 4j 
on its maiden voyage June 4. y 


& REVOLUTIONARY 


vr BB: well- printed, hard- 
P hitting 4-color circulars, 
#g at less than you'd expect to 
§ pay for a 1-color job. Ideal 
for mailing, distribution, 
package enclosures, or over- 
4 the-counter hand-outs. 
§ Offered by one of the 
country’ s leading printers— 
serving the country’s leading 
advertisers for 45 ee 


m ASK FOR SAMPLES 


of recent jobs for Best ree J 
Macy’s, Sapolio and other 
nationally known advertises / 
Prices on other sizes and other // 
quantities — 


| 
WLC PPE SL 


“Fine Color Printers Since 189 


148 Lafayette St. New vt \ 
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FIGHT VENEREAL DISEASE WITH POSTERS 


ERY EXPECTANT MOTHER S@OULAs 
) EARLY TO A PHYSICIAN FORIANE 
AMINATION #0 BLOOD TESTS 


American Society for Control of Venereal Diseases, San Francisco, has launched 
a 24-sheet poster campaign in California and Oregon. 
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ow (TELLS HOW TO 
cM) GET CONFIDENCE 


corset in 

ntz 

Alfred ; : 

y, to hab Philadelphia, April 12—‘If your 
jord, net) management has confidence in your 


knowledge of its business, your abil- 
ity as an advertising manager, and 
your judgment as a business man, 
i you will have no difficulty in get- 
ypating your advertising program ap- 
Ne bee proved.”’ 

Thus spoke Charles McDonough, 
advertising manager, Combustion 
Engineering Company, New York, in 
addressing an all-day seminar here 
fpafriday sponsored by Eastern Indus- 
ipetrial Advertisers, local chapter of the 
| National Industrial Advertisers As- 
@ sociation. 

The meeting, the first regional ses- 
sion ever held by a chapter of the 
HXational association, was attended by 
Biearly 200 industrial advertising 
p™Managers and agency executives 
from surrounding territory and New- 
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PREMIUMS 
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1641 Fulton 
Chicago 


Lain 
‘IN LABORATORIES 


ark and New York chapters. Various 
phases of industrial marketing were 
covered by ten other speakers on the 
program. A banquet in the evening 
was addressed by Glenn Griswold, 
vice-president and publisher, Busi- 
ness Week, and Allan Brown, adver- 
tising manager, Bakelite Corporation. 


Value of Confidence 


“The kind of confidence that facili- 
tates approval of a program,” Mr. 
McDonough asserted, “takes a long 
while to build up, but once it is well 
established, there is much less need 
for justifying various aspects of your 
program. The primary concern of 
your executives will then be whether 
the business outlook and the finan- 
cial position of the company permit 
the expenditure which your program 
requires. They will not be disposed 
to look through lists of media and 
the amounts of space specified. 

“Well thought out and carefully 
prepared programs are a major factor 
in establishing this kind of confi- 
dence. Such programs not only 
necessitate real understanding of 
your company’s advertising and sales 
problems, but also reflect a business- 
like appreciation of the company’s 
financial position and other factors 
which the chief executive has in 
mind when the program finally 
comes to him for approval.” 


Urges Concentration of Effort 


J. F. Sullivan, advertising mana- 
ger, Brown Instrument Company, 
Philadelphia, emphasized the impor- 
tance of concentrating the advertis- 
ing effort in primary mediums to 
primary markets. He quoted figures 
from a survey of reading habits 
which indicated that second papers 
in a field add only 14 per cent un- 
duplicated circulation, on an average, 
to that already secured through lead- 
ing papers, but on the other hand 
add 87 per cent to the cost. 

“This condition exists,” he said, 
“when an advertiser adds similar 
papers in a given field. It is not 
true, however, when he adds _ hori- 
zontal papers to his vertical publica- 
tion schedule—horizontals, edited for 
specific buying influence throughout 
industry. In so doing, he is concen- 
trating on more*tef the buying influ- 
ences. It has been demonstrated that 
by adding three horizontals to his 
vertical papers he can secure 55 per 


cent greater coverage in the manu- 
facturing industries than by using 
vertical papers alone.” 


Performs Nine Jobs 


In referring to his own experience 
along these lines, Mr. Sullivan said 
that use of dominant space in the 
leading vertical and _ horizontal 
papers gave these results: 

(1) Increased sales efficiency. 

(2) Held old and gained new cus- 
tomers. 

(3) Enabled education of new 
engineers coming into the market. 
(4) Paved the way for salesmen’s 


calls and helped eliminate waiting 
time. 
(5) Reached all buying influences. 
(6) Reached hidden buying influ- 
ences. 

(7) Introduction of new instru- 
ments gained immediate acceptatuce. 
(8) Inquiries resulted in orders. 
(9) Sales costs were reduced. 


William S. Acuff, Jr., sales promo- 
tion manager, Keasbey & Mattison 
Company, told of reducing costs by 
featuring the importance of distribu- 
tors. Salesmen are trained not only 
to advise buyers of the type of equip- 


ment needed, but to give the name 


and location of the nearest distribu- 
tor. 


Powell Advanced 


William T. Powell, director of ad- 
vertising for Western Massachusetts 
Theaters, Inc., Springfield, Mass., has 
been appointed district manager of 
the corporation’s theaters in Holyoke, 
Westfield and Chicopee. 


Joins “Child Life” 


Lester Berryman has been ap- 
pointed Midwest advertising repre- 
sentative for Child Life, Chicago, 
succeeding C. M. Widney. 


Prairie Farmer 
Wisconsin A 


Chicago—< NO. MICHIGAN AVENUE 


THE MIDWEST 


Nebraska Farmer 
griculturist and Farmer _ 


@ @ @ @ @ Swing from your heels—aim for the fences! 


This is sound strategy for sales depart- 
ments, right now, as well as for baseball 


clubs. 


Boost your scoring with the powerful 
“‘slug’’ of the Midwest Farm Papers in the 


8 key midwest states. 


Here’s a mighty 


.770 slugging average (77% actual farm 
coverage) — as compared with the .360 
mark (36% coverage) of the strongest 
national farm medium in this key farm 


market. 


Go for a home run record in the Farm 


league this year— S-O-C-K I-T with the 


Midwest Farm Papers. 


The Farmer, St. Paul : 
Wallaces’ Farmer & Iowa Homestead 


New Yorh-20 panx avenue San Prancésca—isis nuss sinc.  Dedroct—si new center BLDG: 


Be FARM PAPERS 
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ALDEN RECALLED 
FOR CONSISTENT 
COPY FOLLOW-UP 


Chicago, April 12.—Agency asso- 
ciates of Edgar Foster Alden, veteran 
advertising executive who died here 
April 6, in commenting today upon 
Mr. Alden’s business career which 
spanned nearly half a century, em- 
phasized both his ability to bring 
new clients into the advertising pic- 
ture and his unremitting efforts on 
the campaigns which he helped to 
launch. 

Mr. Alden was 69 years of age. At 
the time of his death he was account 
executive of Gale & Pietsch, Inc., a 
post which he had held for nine 
years, specializing in proprietary 
lines. Prior to that he was vice- 
president of Porter-Eastman-Byrne, 
a now defunct Chicago agency. 
Before that he had been account ex- 
ecutive of H. W. Kastor & Sons Ad- 
vertising Company for more than 
25 years. 

A native of St. Louis, one of Mr. 
Alden’s first business ventures was in 
the publishing field as publisher and 
manager of the Inland, a magazine 
published during that period in St. 
Louis. He later became Western 
manager of Scientific American and 
also served for some time with the 
Hearst organization. 


Work for Clients 


Best known as an account execu- 
tive, his experience in the media field, 
broadened through the years, gave 
him a shrewd sense of values. Clients 
benefited through his efforts to gain 
and hold preferred positions for their 
copy, not only in its initial appear- 
ance but consistently throughout the 
length of the campaign. 

Responsible for many entries in 
newspaper and magazine advertis- 
ing, one of Mr. Alden’s early suc- 
cesses in new campaigns was that 
for Kolor-Bak, manufactured at that 
time by the Hygienic Laboratories. 
At the time, this account was han- 
dled through the Kastor agency. 

A widow and three children sur- 


DISPLAYS 


Designers & Builders 
CONVENTION -EXHIBITS 


WINDOW, INTERIOR & TRAVELING DISPLAYS 
Rss & + 


ADVERTISER’S DISPLAY STUDIOS 
825 So. Wabash Ave. - Chicago, Ill.-Webster 4236 


STUDEBAKER 


vive him. A son-in-law is Clyde M. 
Joice, vice-president and account ex- 
ecutive of Mitchell-Faust Advertising 
Company. 


LAWRENCE KENNEDY, 
GLEN BUCK AID, DEAD 


Boston, April 12.—Funeral services 
were held here today for Lawrence 
Kennedy, for many years vice-presi- 
dent of the Glen Buck Company, Chi- 
cago. Mr. Kennedy followed his late 
chief on the last journey Sunday. He 
was 57 years old. 

Prior to retiring several months 
ago, Mr. Kennedy concluded his ad- 
vertising career with an executive 
post with D’Arcy Advertising Com- 
pany, St. Louis. Discussions of his 
work, however, will invariably center 
around his performance during his 
many years with Mr. Buck. While 
the genius of the latter cannot be 
denied, many credit Mr. Kennedy 
with substantial contributions to the 
advertising success scored by Schaef- 
fer Pen, Phoenix Hosiery, A. B. Dick 
Company, and other accounts long 
handled by the Buck agency. 

Mr. Kennedy also enjoyed a na- 


THREE “HIGHEST” AND ONE “LOWEST” TO GONSIDER WHEN 


INDUSTRIA 


: What's New 


MATERIALS 


Started May, 1933 


EQUIPMENT NEWS 


SELECTING 
MEDIA FOR 
ADVERTISING 
TO OPERATING 
MEN IN ALL 
INDUSTRIES 


Member CCA 


HIGHEST IN CIRCULATION—Reaching 51,123 active plant oper- 


ating men... all at their request . . . 25.000 more than next com- 


parable publication. 


HIGHEST IN DIRECT EVIDENCE OF ADVERTISING EFFEC. 


TIVENESS. 


By a wide margin 


producing more direct inquiries 


than any other similar paper . . . in excess of 35,326 since January, 


1938. 


HIGHEST IN NUMBER OF ADVERTISERS—Leading its field, 


again by a wide margin, in advertiser recognition. 


in April.) 


(340 Advertisers 


LOWEST IN ADVERTISING COST—Standard effective represen- 


tation costs only 14 to 44 of other papers of comparable, yet not 


equal, circulation. 


(Standard advertising representation available at $79 to $85 a month.) 


WRITE FOR THE “IEN PLAN” 


THOMAS PUBLISHING CO., 461 8th Ave., New York, N. Y. 


—_ 


tional reputation as a creator of 
book marks and won many awards 
in this field. 


F. M. BALL DIES 

New York, April 11—Frank M. 
Ball, former circulation manager of 
the New York Tribune, died here to- 
Gay at the age of 60. Mr. Ball left 
the newspaper field to devote his 
time to the Amalgamated Paper 
Company, which he owned. It was 
recently absorbed by International 
Paper Company. 


HENDRICK TAKEN 


Abington, Mass., April 11—George 
B. Hendrick, for many years adver- 
tising manager of Fisk Rubber Com- 
pany, Chicopee Falls, Mass., died 
here recently. He was 58 years old. 
Mr. Hendrick also held many other 
important posts: sales manager, W. 
L. Douglass Shoe Company, Brock- 
ton; managing director, Footwear 
Guild, Ine., Boston; vice-president, 
Consolidated Automatic Merchandis- 
ing Company, New York, and at the 
time of his death, president, Rudge 
Printing Company, New York. 


SHACK PASSES 


Memphis, April 14.—Louis Shack, 
68, for 17 years advertising manager 
of Goldsmith’s Department Store, 
died recently after a short illness. 
For the past few years Mr. Shack 
was engaged in independent promo- 
tion work. 


Gets Zorbit Account 
Zorbit, Ine., Montclair, N. J., has 
named A. W. Lewin Company, Inc., 


Newark, to handle advertising of 
Zorbit, a treatment for relief of 


rheumatism. Test campaigns using 
radio, newspapers and weeklies will 
start immediately. A. L. Delin is 
account executive. 


Geyer Advanced 


Ernest Geyer, of the group selling 
staff of Jam Handy Organization, 
has been named exploitation director 
in the Cleveland area for the sales 
training sound motion picture, “Sell- 
ing America.” 


College Studies Apples 


Seeking wider uses for apples as a 
preventive and curative agent, the 
Washington State Apple Commission 
has appropriated $12,000 to the Uni- 
versity of Oregon Medical School, 
Portland, for research. 


May Spend $15,000 
The city of Long Beach, N. Y., will 
be authorized to spend $15,000 annu- 
ally for advertising, if the voters 
approve terms of the Thompson bill 


signed by Gov. Herbert H. Lehman. 


EXECUTIVES TO CONTINUE "SHIRT SLEEVE" DRIVE 


George D. Keller, 
Studebaker vice- 
president in charge 
of sales (above), in 
a characteristic pose 
during conference 
Left, C. S. Fletcher 
general sales man. 
ager, makes som: 
notes. 


NEWS, CLASSICS — 
ARE FAVORITES 
OF WELL-T0-D0 


New York, April 12.—Radio listen- 
ers in the higher income brackets 
rank news broadcasts among their 
favorite programs, according to a sur- 
vey of audience tastes and habits just 
completed by Rogers Peet Company, 
New York men’s clothiers. 

Having sponsored Gabriel Heatter, 
news commentator, five times a week 
for the past six months over Station 
WOR, Rogers Peet mailed question- 
naires to 20,000 customers in order 
to gauge the effectiveness of its cur- 
rent advertising and marketing prac- 
tices. 

According to Robert M. Ferns, ad- 
vertising manager, 3,000 customers 
responded to the questionnaire and 
58 per cent of them listed news 
among the “several- types of pro- 
grams preferred.” While the survey 
was restricted to the upper income 
groups, due to the expensive mer- 
chandise handled by the company, 
Mr. Ferns said that all recent polls 
indicated a news preference no mat- 
ter how restricted the group sur- 
veyed. 


Not So “Popular” 


Other interesting tastes revealed 
were overwhelming demands for clas- 
sical music, 47 per cent, as opposed 
to popular music, 24 per cent. In 
other respects, program popularity 
more or less corresponded with the 
findings of former analyses; variety 
programs 85 per cent, drama 14 per 
cent. 

As to reading habits, Mr. Ferns 
said that the majority confine them- 
selves to the more conservative pa- 
pers. It was further revealed, how- 
ever, that irrespective of the wide 
range of newspaper preferences, pro- 
gram favorites remained the same 
with all varieties of readers. 

Mr. Ferns said that the popularity 
of Gabriel Heatter, the Rogers Peet 
commentator, revealed a trend away 
from single station preference by the 
listeners. 

“The old theory that a radio lis- 
tener has his particular favorite sta- 
tion to which he always tunes for en- 
tertainment, is as outmoded as crys- 
tal sets and headphones,” he said. 
“The listener demands an entertain- 


ing program, regardless of station 
prestige, and he tunes to it.” 


MEMPHIS STATION 
INTERVIEWS BUYERS 


Memphis, April 14.—Instead of 
asking radio listeners what they buy, 
Station WMC, operated by the Mem. 
phis Commercial Appeal, asked buy. 
ers to what they listened in making 
a survey of radio station popularity, 

The station retained the services of 
an advertising agency, which jy 
turn had the local branch of Adver. 
tising Distributors of America sen 
a corps of women into drug and foo¢ 
stores to interview shoppers as they 
were leaving. The investigators ad. 
dressed the buyers in this wise: 

“Pardon me, I have nothing to sel] 
you. We are simply trying to have 
our customers answer a question for 
us: To which radio station do yoy 
listen most regularly?” 


Grammer New 


President of @ 
Street & Smith 


New York, April 14.—Allen L, 
Grammer, formerly secretary anj 
assistant treasurer of Curtis Publish. 
ing Company, was elected president 
of Street & Smith Publications, Inc, 
today. Mr. Grammer, who spent 2) 
years with Curtis, succeeds Artemas ~ 
Holmes, who continues as a director, ~ 

H. W. Ralston, vice-president of 
Street & Smith, has been elected sec. ~ 
retary-treasurer. i. 

Mr. Grammer’s executive direction 
of the publishing company has been! 
made effective as of April 4. Ill) 
health caused the retirement of Mr. 7 
Holmes, the company said. ; 


Broadside for Linden 


Chamber of Commerce of Linden, 
N. J., has issued a two-color broad 
side entitled “Industry Marches In,” — 
containing community data, ail) 
views, photos of industrial scene 
and a map of the city showing plant 
locations and available industrial 
properties. Copies are being mailei 
to a list of industrial plants in th 
east. The broadside was _ prepared) 
by United Advertising Agency, New” 
ark. 


Beverwyck in Drive _— 
Beverwyck Breweries, Albany, \) | 
| 
: 


Y., is launching a spring and sul 
mer campaign using New York ani 
New England newspapers to promote 
Beverwyck beer and ale and Bever 
wyck Irish Cream ale. Painted 
boards are being used in the samt 
territories. Peck Advertising Agency, 
New York, is in charge. 


Agency for Linco 


Linco Products Company, Chicagi— 
has appointed The Albert Kirchee 
Company, Chicago, as its advertise 
agency. : 


ay 


Vollar Resigns 


Carl J. Vollar has resigned fro” 
Advertising and Research, Inc., Cb! 
cago. 


SEVEN AND 
A QUARTER 
TO NEARLY 

NINE MILLION! 
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“= “IT wish I had time to read them” 
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These are strenuous times, when the pressure of business and social activities leaves 


all too few hours, in office or home, for the reading you have planned so many 


times to do. 


ee 


— In a situation of that kind, advertising values in publications which represent 
, Chicage 


: a essential reading become greater than ever before. The medium which because of the 


i character of its contents demands immediate attention represents the only really sure 


gned frol me 
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way to the eye and mind of the prospective buyer. 
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ADVERTISING AGE is that type of publication. Live news, reporting 


significant changes in advertising and merchandising, in all lines, all over the country, 


impels the reader to give each weekly issue attention on receipt. Text and adver- 
tising are immediately seen and read. The advertiser doesn’t lose out because sub- 


scribers (not readers) are saying, wistfully, ‘‘I wish I had time to read it.’’ 


ADVERTISING AGE 


The National Newspaper of Advertising 
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ASK BASEBALL 
ANNOUNCERS 10 
MAINTAIN CALM 


General Mills Gives Its Final 
Instructions 


(Picture on Page 31) 

Chicago, April 12.—Vigorous de- 
nial that baseball broadcasters would 
be required to distort or color any 
facts concerning 1938 baseball games 
was sounded here at the Edgewa- 
ter Beach Hotel yesterday by spon- 
sors and ‘leagues Officials at a pre- 
season conference for announcers 
staged by General Mills, Inc., its co- 
sponsors and their respective agen- 
cies. 

This denial was motivated by pre- 
viously published reports that base- 
ball broadcasts this season would 
emanate from parks where “it is al- 
ways fair weather,” in an effort by 
the leagues to build attendance at 
the games. 

William (Bill) Slocum, baseball 
contact chief for General Mills, was 
one of several speakers to refute this 
report. Others on the program were 
Donald Davis, president of General 
Mills, and Ford Frick, chief execu- 
tive of the National League. Also on 
the two-day program were representa- 
tives from Socony-Vacuum Oil Com- 
pany, and B. F. Goodrich Company. 
These companies, with Procter & 


In Atlanta 
THEY LISTEN TO 


Gamble Company, William Simon 
Brewery, Buffalo, and Coca-Cola Bot- 
tling Company, are co-sponsors with 
General Mills for this season’s broad- 
casts. More than 55 announcers were 
guests at the conclave. 

In his address to the announcers, 
Mr. Slocum asserted that the only 
rules laid down by either sponsors or 
leagues this season are those which 
embody the essentials of good report- 
ing. 

“Robber” Cry Taboo 


Editorializing, references to the 
possible blindness or predatory na- 
ture of the umpire, or to the lack 
of gray matter evidenced in a player’s 
action are barred, he declared. He 
explained, however, that this does 
not forbid the broadcaster to mention 
an attempt to steal third with the 
bases loaded, the fact that the um- 
pire had 100 pop bottles aimed at 
him after his last decision, or that a 
cloudburst has temporarily halted 
play. 

Both Mr. Slocum and Mr. Frick 
pointed out that it would be ludic- 
rous for the leagues to attempt to 
increase attendance by “playing 
down” any facts regarding unseason- 
able weather at the ball park, inas- 
much as listeners would be cognizant 
of weather conditions in the vicinity 
without being told. 

Mr. Davis emphasized that the an- 
nouncer has a three-fold responsibil- 
ity to his sponsor, the baseball club 
and to the listener. Adherence to the 
rules of fair play should enable him 
to discharge these responsibilities to 
each without discrimination, he de- 
clared. 


Sponsors Add Stations 


Several recent additions to the 
sponsors’ lists of stations for base- 
ball broadcasts became known today 
with still more expected to come in 
under the wire before opening of the 
major league season April 19. 

General Mills and Socony-Vacuum 
have expanded their lists of stations 
for broadcasts of the St. Louis Car- 
dinals’ games. Originating at KRNT, 
Des Moines, and KFAB, Omaha, 

(Continued on Page 24) 


Getting Personal 


What seemed to please Ed Phoenix (Johns-Manville) as much as 
his election to the T.P.A. presidency this week, was a “dream” hand 
at bridge. With his fingers crossed he bid seven diamonds. He was 
doubled and he re-doubled, and made the hand... 


The T.P.A.-ers, incidentally, put across a _ bristling “Professor 
Quiz” program on advertising subjects. There was coincidence aplenty 
—Mrs. Mabel Potter Hanford (BBDO), for example, drew a question 
on Bruce Barton’s birthplace. And John F. Coakley, a.m., Thos. A. 
Edison, Inc., picked one about the invention of the phonograph. . . 


Spring was officially heralded last Monday night when a group 
of ambitious admen, tennis players all, wound up their indoor season. 
Two hardy pairs of doubles fought for a mythical cup in the finals. 
Ed (Von Cramm) Mante, Kenyon & Eckhardt, teamed up with Stan 
(Ellsworth) Bell, Merrill Anderson, to face Whit (Tilden) King and 
Ed (Budge) Brown, both of American Can Company. The Canco boys 
walked off with honors, to the tune of 7-5, 6-4... 


Down at “The Sugar Wharf,’ Kingston, Jamaica, it’s a local boast 
that the House of Myers (Jamaica Rum) has been controlled by the 
family for four generations. Along came a fifth this week, a son to 
Eustace Myers, admanager of the company. The lusty youngster was 
dubbed Donald Louis Victor. . . George Finley (Y & R) is back on the 
job after a week’s layoff due to a wrenched knee... And it’s good news, 
too, out Bill Wolff’s (Western Electric) way. He’s recovering nicely 
at his home in Woodmere, L. I. 


LAVIN BOWS TO FARMERETTE—Barney Lavin, commercial manager of Station 


SEND YOUR PATTEp 


FOR FINEST WORK, NEW, ATTRACTIVE 


PRICES AND CENT 


RALIZED SHIPPING 


RAPID maintains in Cincinnati the largest and most up- 
to-date electrotyping plant in the world. Huge volume, 
low overhead and ultra modern equipment enable us to 
produce plates in this Cincinnati plant at amazingly low 
prices. Local plants throughout the country can scarcely 
hope to meet RAPID'S Cincinnati price and quality. 


Any RAPID plant is equipped to handle any job, large or 
small, at competition prices, but RAPID makes the above 


suggestion so that you ma 


y profit to the greatest extent 


from RAPID'S really unique facilities for serving you 
skillfully, 


Branch 


quickly and most economically. 


I N N A 


Plants or Offices at 


- & 


Atlantic Electrotype & Stereotype Co., 228 E. 45th St., New York 


Northern Electrotype Company . 


Hoffschneider Brothers . 


Philadelphia Mat & Plate Co., 
. . 400 North Michigan Ave. (Wrigley Bldg.) 
Rhodes Haverty Bldg., 134 Peachtree Street 


Chicago... 
Atlanta 


. 47 Burroughs Avenue, Detroit 
Howard St., San Francisco 
243 No. Juniper St., Philadelphia 


WORLD’S LARGEST MAKERS OF ADVERTISING PLATES 


WDAY, Fargo, N. D., challenged the winner of a milking contest at North Dakota 
Agricultural College and lost by two squirts. 


From bonnie Scotland last week came W. C. Miller-Thomas, di- 
rector, James Martin & Co. (VVO), to discuss advertising and sales 
plans with his two American distributors. .. Walter Hanlon, a.m., Mac- 
fadden Women’s Group, returned with Mrs. Hanlon from a week in 
Bermuda. . Marshall C. Sewall, Compton Advertising, sailed on a 
honeymoon cruise aboard S.S. Santa Paula. With the Mrs., of 
course. .. 


A lassie named Jane Tryon has achieved a distinction that looks 
like a “first” in advertising. She represents the second half of the 
George W. Tryon & Daughter agency. Founded in 1910, the agency 
has specialized in hotel and restaurant accounts... 


Fred Myers, the artist who’s responsible for those brilliant Calvert 
animal illustrations, has been interested in fourlegged creatures as 
long as he can remember. He admitted this week that at the age of 
seven he was reprimanded by his teacher for decorating his school 
books with sketches of all the animals he could remember seeing, not 
to mention some _ not-too-complimentary pencil impressions of his 
teacher. .. 


One of advertising’s real veterans retired the other night after 
exactly 50 years in the business. He’s Everett T. Wells, account execu- 
tive at Atherton & Currier. A large gathering of admirers toasted 
farewell at the Ad Club, as the septuagenarian prepared to depart 
for a well-earned Florida vacation with Mrs. Wells. . . 


Russell E. Pierce, editorial director, Cecil, Warwick & Legler, sailed 
Thursday for a world tour, chief purpose of which will be to study 
international propaganda. Accompanied by Mrs. Pierce, who is Jane 
Laidlaw, M-G-M fiction editor, he’ll visit Japan, China, French and Brit- 
ish colonial possessions, and Italy. . . 


Barry Bingham, publisher of the Lowisville Courier-Journal and 
Times and owner of Station WHAS, has been nominated as director 
of the Harvard Alumni Association. . . Dictator in the Ben Lehman 
household is Phyllis Ruth, brand new daughter. Ben is a.m. for 
Wholesale Radio Service Company, New York. . . Earl J. Glade, KSL’s 
managing director, was one of three nominated to run in the Salt Lake 
City Rotarian presidential race. . . 


Charles Daniel Frey, agency head, won’t admit it and doesn’t even 
want the honor, but he has been named by the State street council 
as one of Chicago’s 10 best dressed men. . . Kenneth M. Hance, v.p. 
and assistant g.m. of KSTP, Minneapolis, tuned up his vocal chords and 
got back into harness as announcer for KSTP’s 10th anniversary show. 
First of that station’s announcers, he handled its inaugural broadcast 
in 1928... 


Theodore MacManus, retired head of MacManus, John & Adams, 
was named an honorary member of the Adcraft Club of Detroit in 
recognition of his services to advertising. .. And Fred W. Morgan, who 
retired April 8 as directory sales manager of Bell Telephone Company, 
Pittsburgh, received a certificate making him a life member of the 
Pittsburgh Advertising Club. He has kept the club out of the red for 
the past 10 years, serving as treasurer. 


Contracts with 
Networks First 
in FCC Study 


vestigation of all contracts betweep 
individual stations and networks wij! 
be the first phase of the Federal Com. 


the broadcasting industry. 

Answers 
naires, sent out to the industry, are 
now being awaited by the investi. 
gation staff, headed by Chairman Me. 
Ninch. Each contract is to be listed, 
with a brief analysis of its terms, 
That the pending probe will be a 
thorough one is certain. The FT¢ 
is anxious to forestall a Congres 
sional investigation and the desire 
for such an investigation by many 
in Congress is keen. 


power in broadcasting is due to reach 
the hearing stage next month with 
May 16 set as the opening date, 
Commissioner Norman Case is chair. 
man of this subcommittee. 


Jantzen Increases 


Jantzen Knitting Mills, Portland, 
Ore., will increase its advertising 


paign starting in May. 


lier’s, Esquire, Harper’s 
Liberty, The Saturday Evening Post, 


Photoplay and Silver Screen. 
movie group will 


white. 


Byrne Joins Scholl 


W. G. Byrne, formerly with Jim 
Duffy, 


manager. 


| 
Circulation of | 
SCRANTON TIMES | | 


Moves 


. 


ee ae 


IN THE MARKET fo 


Photographic Displays that clit! 
Enlargements that go over big! 
Murals that pack a wall-op? 


Color-Glos Prints that 
vivify your sales story? 


Craftsmen assures the absolute “tops” im phelt 
Graphic display talent and equipment; assures 5 
beauty, accuracy, and last but not least, 
in all types of 


ENLARGEMENTS — MURALS — REPRO 
DUCTIONS ‘ 
COLOR TRANSPARENCIES —TONIN 


A phone call or note will bring the 
story in full—without cbligation, of course 


CRAFTSMEN PHOTO COMPANY, It A 
245 W. 55TH STREET, NEW V0 


Circle 7-1920 


ee ee Pal 


to extensive question. | 


Here is the record! | 
1928 . . . 44,980 | 
1929 . . . 47,647 | 
1930 . . . 48,379 
1931 . . . 49,888 
1932 . . . 49,770 
1933. . . 49,535 
1934 . . . 51,045 
1935 . . . 52,311 
1936 . . . 52,774 
1937 . 53,551 
1938 (Mar.) . 54,412 
The Scranton Times 


Washington, D. C., April 14.—tp. | 


munications Commission’s probe into | 


Meanwhile the probe into super |) 


Budget 12 Per Cent | 


budget 12 per cent for the 1938 cam. q 


Magazines to be used include Col- 
Bazaar, © 


Vogue, Modern Screen, Movie Mirror, ~ 
Color | 
will be used in the first six, and the j 
get black and? 


Inc., Chicago, has joined The ™ 
Scholl Mfg. Company, Chicago, as as ~ 
sistant to J. A. Wagner, advertising 7 


Onward and Upward 
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ADVERTISING AGE 


BURNER GROUP 
FAILS TO ACT 
ON CAMPAIGN 


Chicago, April 13.—Definite action 
en a proposed $3,000,000 national 
campaign to promote oil burners and 
fuels was still in abeyance as the 
Oi] Burner Institute, comprising 34 
major manufacturers, ended its an- 
nual convention here yesterday. The 
industry’s selling problems, however, 
held a top spot in conference ses- 


s10ns. 

Frank Spencer, president of the 
Burning Oil Distributors of Chicago, 
first voiced the suggestion of a joint 
national campaign last fall. It would 
be backed by both oil burner manu- 
facturers and producers of fuel oil 
and would be a competitive answer 
to strong sales efforts of other heat- 
ing interests. 


Dewey Elected President 


Major speakers at the _ confer- 
ences included Leo McGivena, presi- 
dent of Briggs & Varley, and Gen. 
Baird H. Markham, director, Ameri- 
can Petroleum Industries committee, 
both of New York. Frank E. Dewey, 
heretofore acting president, was 
elected president of the OBI. 

A co-operative campaign for the in- 
dustry has been a major subject for 
the OBI ever since its creation in 
July, 1935, as an offshoot of Ameri- 
can Oil Burner Association. Later in 
that year it appointed N. W. Ayer & 
Son as public relations counsel. This 
appointment, however, has been dis- 
continued. 

An OBI seal of approval utilized in 
industry promotion, is backed by a 
new five-point plan for promoting 
this seal directly to the consuming 
public. The program includes win- 
dow displays by authorized dealers, 
consumer folders, tie-ups with adver- 
tising of individual members; adver- 
tisements in publications of the oil 
burner field, and a national public 
relations program. 


Co-operation Is Urged 


Cheered somewhat by defeat of a 
proposed tax of one cent per gallon 
on fuel oil for heating and cooking, 
industry representatives have ex- 


» pressed the view that increased co- 


operation between manufacturers and 
dealers would be a potent force in 
building sales. “Flash Points,” a 
bulletin of the OBI, quotes the Bu- 
reau of Census in listing oil burner 
shipments for January. A total of 
6,338 domestic, commercial and in- 
dustrial units were shipped during 
January, 1938, according to this in- 
formation, as compared with 9,274 
for the same month in 1937, and 
7,712 in 19386. 

Ammunition against competitive 
heating systems has been provided 


| OB] members in a recently issued 


a9 


booklet, “Fuel Oil versus Gas Heat.” 
This booklet is to be distributed to 
consumers through dealers. It offers 


) 42 analysis of comparative installa- 


tion and heating costs on oil and gas 
iN several major cities. 

Mr. MecGivena, discussing “Great 
Days for Dumb Guys,” emphasized 
the value of an aggressive sales policy 
ver one which called for “backward 
glances” at past trends. The dumb 
Suys, he explained, are having a 
Pretty good time at present because 


NEW RADIO PROGRAM INVADES FIELD OF POPULAR SCIENCE 


Dr. Phillips Thomas, research engineer, Westinghouse Electric & Mfg. Co., (center), broadcasts “Adventures in Electricity” 


over WBZ, Boston, and WIXK, shortwave station. 


Dr. Thomas caught a burglar and dealt a poker hand with the electric 


eye; polarized automobile headlights and windshields and finally, turned 500,000 volts of electricity loose. At right, John F. 


McNamara, WBZ program manager. 


“they don’t know too much about 
the gold standard, inflation, the capi- 
tal gains tax or the TVA. While the 
Goliaths of business are spending a 
lot of time pondering these questions, 
the small Davids in the back yard 
of business are out working their 
slingshots. They are doing rather 
well.” 
Too Many Guesses 


Neither virtue nor precedent alone 
entitles the businessman to a profit, 
Mr. McGivena asserted, pointing out 
that too many business executives 
are merely “surf riders. playing 
hunches.” 

While business indices are valu- 
able, an index in one business does 
not always point to a general trend 
for all industry, he declared. An 
example was the considerable amount 
of discussion prior to defeat of the 
Administration re-organization bill. 
Sales of many of those who were 
most excited over the measure would 
not have been vitally affected if it 
had passed, he commented, adding 
that this was true of many other 
proposed legislative measures. 


Baird Urges Tax Study 


Gen. Baird offered a somewhat 
divergent view, stressing the need 
for close scrutiny of legislative and 
tax trends. This, he told the manu- 
facturers, is a necessity if they want 
to stay in business. 

He declared that, whatever the in- 
tent or purpose of tax legislation 
each year, “the overall result is to 
curtail the rights of business, to 
handicap and render more difficult 
all business activities. 

“Many taxes,” he asserted, “run the 
gamut of logical and illogical pur- 
poses, from revenue through regula- 
tion, control and suppression to 
‘equalizing competition.’ ” 


Package Book Out 


Hinde & Dauch Paper Company, 
Sandusky, O., has issued “Package 
Engineering,” a book employing the 
scientific approach used by modern 
manufacturers to solve packaging 
problems. 


Houck in New Quarters 

Houck & Co., Roanoke, Va., agency, 
has moved to new and larger quart- 
ers at 25 Church avenue. 


Revcnits- 
WRINKLING 
CURLING 


SHRINKING 


LAYOUTS - DUMMIES - MASKING 
PHOTO MOUNTING «© every paper- 
joining need. 
TRY BEST-TEST 


FOR CLEAN, SPEEDY RESULTS 
AT ALL DEALERS 


U FOR FREE SAMPLE, WRITE 
NION RUBBER & ASBESTOS CO. TRENTON, N.} 


SPLURGE MARKS 
AIR CONDITIONED 
TRAILWAY BUSES 


Wichita, Kan., April 14.—Several 
major bus lines will use one of the 


railroads’ most potent sales argu- 
ments —air conditioning -—-as copy 
material for their own campaigns 


this season, it was disclosed today 
as Santa Fe Trailways announced 
plans for an ambitious campaign on 
a budget double the usual amount, to 
feature acquisition of 50 air condi- 
tioned buses. 

At the same time, other lines re- 
ported addition of air conditioning 
equipment. The list includes Inter- 
state Transit Lines, Chicago, and 
North Western Stages and Union 
Pacific Stages. 

The new Santa Fe buses will leave 
Chicago within the next 10 days, a 
company spokesman said, and will 
be immediately placed in regular 
service between that city and points 
West. 

Copy celebrating their debut will 
break April 21 in 250 newspapers of 
cities along the routes. This will be 
the initial insertion in a campaign to 
continue through June 15, according 
to present plans. Extension at that 
date is likely, it was added. An- 
nouncement copy, occupying 600-line 
space, will also appear in weekly 
newspapers. 

Santa Fe will also use the Grade 
Teacher, The Instructor and _ full 
pages in eight state teachers’ maga- 
zines for copy designed to gain the 
summer travel fares of educational 
workers. A general magazine sched- 
ure is under consideration. 


European Poster Motif 


Posters for display in 1,000 depots 
and travel bureaus are in prepara- 
tion. These will feature copy 
treated in the vein affected by 
European _ transportation lines. 
Scenic views will dominate but the 
posters will be personalized by the 
addition of human figures to the gen- 
eral design. Figures so illustrated 
will be those indigenous to the ter- 
ritory or scenic spot against which 
they are portrayed. 

Copy feting the inauguration of the 
air conditioned buses will emphasize 
increased comfort, while pointing 
out that the usual fares prevail and 
that running time has in many in- 
stances been lowered to a point 
where it compares favorably with 
that of trains. 

Safety features of the buses in- 
clude shatterproof glass, rubber and 
metal window frames, aluminum and 
steel bodies and motors suspended 
from the bus floor to lower the center 
of gravity. 

Unfavorable atmospheric condi- 
tions in the dust bowl have hampered 


bus traffic in the past. The new 
coaches will be dust free as well as 
air conditioned, regardless of the 
weather, 

The air conditioning equipment on 
the Santa Fe buses was manufac- 
tured by Carrier Corporation and the 
coaches were designed by American 
Car and Foundry engineers. 

A. E. Palmer is the Santa Fe ad- 
vertising manager. Ferry-Hanly 
Company, Chicago, is agency for the 
account, 


Activities of Others 


Three other bus lines, Interstate, 
C. & N. W. and U-P, have equipped 
140 buses with all-year air condition- 
ing equipment. Cooling equipment is 
already in service on the route be- 
tween Los Angeles and Salt Lake 
City and buses on other routes will 
be so serviced with the advent of 
hot weather. Baker Ice Machine 
Company, Omaha, is the manufac- 
turer of the system used by these 
lines. 

Plans for featuring air condition- 
ing in the advertising of these com- 
panies have not been released, but 
it is expected to play an important 
part in their summer campaigns. 
Much of the territory covered by the 
lines, the Mojave desert for example, 
is subject to excessive heat during. 
the summer. 


Sexton Named Head 
of Coffee Company 


Thomas Webb Sexton, grandson of 
the late founder of the Thomas J. 
Webb Company, Chicago, has been 
named president of the coffee com- 
pany. 

Other new officers are Thomas G. 
Sexton, chairman of the board; Carl 
H. Zimmerman, vice-president; An- 
drew W. Orians, secretary, and Aplin 
Anderson, treasurer. 


“Silhouette,” Negro 


Picture Magazine, Bows 


Silhouette, first negro picture 
magazine, has been published in Los 
Angeles by Edward Grubbs. 

Warren C. Vinston is advertising 
manager and Thomas Southern is 
associate editor and assistant man- 
ager. Offices are at 1126 E. Vernon 
avenue. 


Handles Atlas Exports 


Charles I. Horowitz, Chicago ex- 
port representative, has been named 
foreign sales manager of Atlas Con- 
veyor Company, Clintonville, Wis., 
with headquarters at 201 N. Wells 
street, Chicago. 


Forms Photocrayon 


Photocrayon has been formed at 
318 W. Randolph street, Chicago, to 
merchandise a new process which 
gives a printing surface for offset 
printing without the aid of any 
screen. 


“Inquirer” Joins NNPA 


Philadelphia Inquirer has joined 
the National Newspaper Promotion 
Association. Dr. F. R. Cawl is pro- 
motion director. 


Baby Week to 
Get Food, Drug 
Makers’ Support 


New York, April 13.—Wide observ- 
ance among the food and drug in- 
dustries of National Baby Week, 
May 2 to 7, was indicated this week 
as plans were revealed for extensive 
dealer promotion. 

Little consumer advertising will 
be done by the participating manu- 
facturers, the majority of the pro- 
motion being confined to trade pub- 
lications and point-of-purchase ma- 
terial. 

Participating in the week are Ger- 
ber Products Company, Fremont, 
Mich.; National Biscuit Company; 
Corn Products Refining Company; 
United Fruit Company; Knox Gela- 
tine Company, Inc., Johnstown, 
N. Y.; Carnation Company, Milwau- 
kee, Wis.; Pet Milk Sales Corpora- 
tion, St. Louis, Mo.; Borden Com- 
pany; American Fruit Growers, Inc., 
Pittsburgh, Pa.; Mennen Company, 
Newark, N. J.; Ernshaw Knitting 
Mills, Inc.; Johnson & Johnson; and 
Bauer & Black, Chicago. 


Gets Reilly Tar 


Caldwell-Baker Company, Indian- 
apolis, has been appointed to handle 
advertising of the Reilly Tar & 
Chemical Company, Indianapolis. 
Business papers are being used in 
plastics, coal tar products, oil and 
paint and pipe enamel fields. 


Finnell with “Star” 


Hal B. Finnell, formerly manager 
of business and market research for 
the Los Angeles Examiner and pre- 
viously promotion manager of the 
New York Times, has been appointed 
promotion manager of the Indianapo- 
lis Star. 


“Liquor Courier” Out 


The Liquor Courier, new publica- 
tion for the liquor industry, is being 
published at 251 Third street, Cam- 
bridge, Mass. William F. Martin is 
editor-manager. 


. ; < F yi 
DEAD-LINES TO BEAT? 
-.» PHONE CONVENIENT 


RAILWAY 
EXPRESS 


Ship plates, mats, scripts—anything— 
direct from your door to publications 
anywhere by this complete, high- 
speed service. Picked up at your office 
or foundry, rushed at express train 
speed, or by 3-mile-a-minute AIR 
EXPRESS — 2500 miles overnight, and 
delivered promptly on arrival. Every 
shipment receipted and insured with- 
out extra charge. High economy. Low 
rates. Phone any Railway Express 
office for service. 


RAILWAY 
EXPRESS 


AGENCY INC. 


i> AIR SERVICE 
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Earnings ‘of: 
Advertisers 


R. H. Macy & Co. 

Net profit for the year ended Jan. 
29, 1938, was $4,179,959, compared 
with $4,604,908 for the previous 


year. Net sales totaled $135,871,800, 
against $150,441,311 in 1937 and 
$117,841,155 in 1936. President 
Percy S. Straus attributed the de- 
crease in net profit to increases in 
wage rates and taxes. 
Continental Oil Company 

For the year ended Dec. 31, 1937, 


net earnings were $13,948,459, com- 
pared with $9,612,596 in 1936, an in- 
crease of $4,335,863. 


General Motors Corporation 


Report for the year ended Dec. 
31, 1937, shows net sales of $1,606,- 
789,841, against $1,439,289,940 in 
1936, a gain of 11 per cent. Net 
earnings amounted to $196,436,598, 
compared with $238,705,192 in 1936. 


Colgate-Palmolive-Peet 


Net profit was $782,250 for 
year ended Dec. 31, 1937, compared 
with $4,218,955 in 1936. Net sales 
for 1937 were $99,991,355, an in- 
crease of $10,359,952 over 1936. 


the 


Standard Oil Company 
(California) 


The company reports 1937 as the 


best year since 1929, with consoli- 
dated net profit of $41,254,778. This 
compares with $23,310,224 in 1936. 


W. H. Berg, president, told stock- 
holders that 1937’s favorable show- 
ing was due to a healthy supply- 
demand situation for oil on the Pa- 
cific Coast. The company’s tax bill 
exceeded net earnings last year, 
totaling $42,358,294, an increase of 
15 per cent over 1936. 


W. A. Sheatfer Pen 

For the fiscal year ended Feb. 
28, 1938, net income was $678,106, 
compared with $651,049 in the pre- 
vious year. This is an increase of 
4.15 per cent. 


Zonite Products 

For the year ended Dec. 31, 1937, 
net profit amounted to $142,365, 
compared with $98,307 in 1936. R. 
R. Watson, president, told  stock- 
holders that net sales for the year 
were approximately 16 per cent 
above 1936. 


Eastman Kodak Company 
Setting a new record for sales 
and profits, the company reports 
net earnings of $22,374,345 for 1937, 
against $18,906,371 in 1936. Net 


sales totaled $136,114,878, compared 


with $119,800,209 in 1936 and $105,- 
082,874 in 1935. 


General Foods Corporation 


Report shows net profit of $3,- 
375,727 for the quarter ended March 
31, 1938, against $4,089,988 in the 
corresponding period a year ago. 


Brunswick-Balke-Collender 


Net income amounted to $786,377 
for 1937, compared with $770,825 in 
1936. Net sales aggregated $11,553,- 
310 for 1937, against $8,79 in 
1936. * 


Loose-Wiles Biscuit 

Net income for the year ended 
Dec. 31, 1937, amounted to $733,- 
593, compared with $1,337,079 in 
1936. B. L. Hupp, president, told 
stockholders that advancing costs 
for labor, taxes and other expenses 
made it difficult to maintain profits. 
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Zenith Radio Corporation 

Report for nine months ended 
Jan. 31, 1938, shows profit of $1,- 
418,978, against $2,347,987 in the cor- 
responding period of the preceding 
fiscal year. 


Mid-Continent Petroleum 
The company reports the best 
year since 1929, with a net income 


of $5,304,844, compared with $4,- 
777,578 in 1936. 
Ohio Oil Company 

For the year ended Dec. 31, 1937, 
net profit was $11,862,107, com- 
pared with $4,881,541 in 1936. Net 


sales amounted to $64,165,395 in 
1937, against $52,991,777 in 1936 and 
$45,627,101 in 1935. 


Skelly Oil Company 


Establishing a new record in vol- 
ume and profits in 1937, the com- 
pany reports net profit of $6,488.- 
346, against $4,850,314 in 1936. 


Cannon Mills Company 

Net income amounted to $2,231,- 
759 for the year ended Dec. 31, 
1937, compared with $4,275,558 in 
1936. Net sales totaled $41,028,722 
in 1937, against $39,015,048 in 1936. 


Aluminum Company 

Report for the year ended Dec. 
31, 1937, shows net income of $27,- 
622,749, against $20,866,936 in the 
previous year. 


Hudson Motor Car Company 

Net earnings for 1937 amounted 
to $670,716, compared with $3,305,- 
616 in 1936. President A. E. Barit 
attributed lower earnings in 1937 
to the general decline in business 
during the latter part of the year 
and to labor difficulties which re- 
sulted in a complete shut-down of 
the company’s plants for five weeks 
last spring. 


There are a large number of concerns that 
render one type of service and do it well... 


* THE FAITHORN CORPORATION, 
however, renders THREE DISTINCT TYPES 


of service—ad-setting, engraving and 
printing—and does them ALL equally 
well—with less effort and less cost. 


FAITHORN CORPORATION 


504 SHERMAN STREET ° 
Telephone WABash 7820 


\——-DAY AND NIGHT SERVICE—~— 


CHICAGO 


a 


— 


CHEVROLET LOOKS FORWARD ‘TO NEW GENERATION OF DEALERS 


William E. Holler, general sales manager of Chevrolet Motor Car Company, has established a school of modern merchan- 


dising and management for sons of the company's dealers. 


Charles E. Kettering, General Motors vice-president in charge © 


of research, instructs the first group to visit Detroit. 


ASK BASEBALL 
ANNOUNCERS TO 
MAINTAIN CALM 


(Continued from Page 22) 
these games will be fed to a special 
network including WMT, Cedar Rap- 
ids; KMA, Shenandoah, and WNAX, 
Yankton, S. D. 

Games of the San Francisco Seals 
in the Pacific Coast League are be- 
ing broadcast over KGO, San Fran- 
cisco, with General Mills and B. F. 
Goodrich Company as sponsors. At 
the microphone is Ernie Smith, well 
known sports announcer for KGO 
and the National Broadcasting Com- 
pany. This schedule began April 2 
and will run through September, in- 
cluding both home and out of town 
games. 

Kellogg Company has added WFBC, 
Greenville, S. C., to its list for broad- 
casts of 140 games of the Greenville 
Spinners. The first game will be 
aired April 20, with Jimmie Thomp- 
son, the station’s sports announcer, 
going into his fifth season of base- 
ball broadcasts. N. W. Ayer & Son, 
Philadelphia, is the agency for Kel- 
logg. KSAL, Salina, Kan., has also 
been added to the Kellogg list for 
both home and out of town games of 
the local team. 

Socony-Vacuum is expected to spon- 
sor all of the Sunset League games 
in Portsmouth, N. H., over WHEB, 
Portsmouth. This is a 70-game series 
of twilight games running from May 
to September. 

Goodrich has signed Tris Speaker 
and Franklyn Lewis, well known 
Cleveland sports figures, for a series 
of baseball resumes over WGAR, 
Cleveland. This will be a daily fea- 
ture, beginning April 18 at 5:45 p. m. 

The ban on broadcasts of games 
played by the New York clubs was to 
be suspended in part this week, it ap- 
peared, as General Mills completed 
arrangements for sponsorship of four 
games over WOR. Three of these 
will be pre-season games between the 
Dodgers and the Yankees, April 15-17. 
The fourth will be a part of the regu- 
lar season between the Dodgers and 
the Giants April 22. 


Smith Joins Agency 
Kenneth C. Smith has joined Geer- 
Murray Company, Oshkosh, Wis. 


Coming 
Censaiioen 


April 20-283— Annual convention, 
American Association of Advertising 
Agencies, The Greenbrier, White 
Sulphur Springs, W. Va. 


April 24-28— Annual convention, 
National Newspaper Promotion As- 
sociation, Waldorf Astoria, New 
York. 


April 25-27— Annual convention, 
Associated Business Papers, The 
Homestead, Hot Springs, Va. 


April 26-29— Annual convention, 
American Newspaper Publishers As- 
sociation, Waldorf Astoria, New 
York. 

April 30-May 1—Annual Eastern 
Conference of Advertising Women, 
Hotel Biltmore, New York. 


May 2-6—Annual convention, Pre- 
mium Advertising Association of 
America, Chicago. 


May 4-6—Spring meeting, Associa- 
tion of National Advertisers, West- 
chester Country Club, Rye, N. Y. 


May 10-12 — Annual convention, 
Lithographers National Association, 
The Homestead, Hot Springs, Va. 


May 13-14—Annual convention, Ad- 
vertising Affiliation, Royal Connaught 
Hotel, Hamilton, Ont. 


May 17-18—Spring convention, In- 
land Daily Press Association, Sher- 
man Hotel, Chicago. 


May 19-21—Annual convention, Na- 
tional Federation of Sales Execu- 
tives, Dallas. 


May 30-June 1—Annual conven- 
tion, Southern Newspaper Publish- 
ers Association, Biloxi, Miss. 


June 12-15— Annual convention, 
Advertising Federation of America, 
Statler Hotel, Detroit. 


June 12-15—Annual convention, 
Newspaper Advertising Executives 
Association, Detroit. 

June 20-23—Annual meeting, Na- 
tional Conference on Visual Educa- 
tion, Francis W. Parker School, Chi- 
cago. 

June 25-29—International Advertis- 
ing Convention, Glasgow, Scotland. 

June 26-30— Annual convention, 
International Association of Display 
Men, Mayflower Hotel, Washington, 
D.C, 

June 26-830— Annual convention, 
Pacific Advertising Clubs Associa- 
tion, Ambassador Hotel, Los An- 
geles. 

July 3-5—Annual convention, Trade 


pence of Advertising Distribu- q 


tors, Detroit. 


Aug. 14-17 — Annual 


House Craftsmen, Boston. 
Aug. 16-19— Annual 


Hotel, Chicago. 


Aug. 23-25— Annual convention, 


Outdoor Advertising Association of © 


America, Denver. 


Sept. 19-23—Seventh International 
Management Congress, Washington, 
mE ©. 


Sept. 21-23 — Annual 
sociation, Statler Hotel, Cleveland. 

Sept. 28-30—Annual convention, 
Direct Mail Advertising Association, 
Stevens Hotel, Chicago. 


Sept. 28-Oct. 1— Annual conven: 
tion, Association of National Adver- 
tisers, The Homestead, Hot Springs, 
Va. 


Oct. 8-9—Annual convention, Na 


tional Advertising Agency Network, 
Washington, D. C. 


Oct. 31-Nov. 3—Annual convention, 
Financial Advertisers Association, 
Fort Worth, Tex. 


BBD&O Expands 


Batten, Barton, Durstine & Osborn, 
Inc., Chicago, now occupying the 34th 
floor of the Palmolive bldg., has 
leased the entire 35th floor. 


263,801,000 
“LONELY DOLLARS” 


await your appeal in 
the Baltimore market! 
.... *Excess of Effective 
Buying Income over Actual 


Retail Sales according - 
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up their average sales promotion ex- 
penditure per customer 2 per cent 
last year, public utility companies 
increased their own sales of house- 
hold electric appliances 8 per cent 
and the volume of local dealers 9 per 
cent, an analysis of power company 
operations for 1937 reveals. 

According to figures made avail- 
able by Electrical World, based on 
reports of 118 companies serving 
13,111,505 domestic customers, appli- 
ance merchandising activities re- 
sulted in an average current con- 
sumption increase of 9 per cent for 
the year. 

The substantial degree to which 
local dealers benefited from utility 
company appliance advertising was 
accentuated in the cases of electric 
refrigerators and water heaters. 
While utilities increased their own 
refrigerator sales 5 per cent, dealers 
increased theirs 11 per cent; and 
while utilities sold 14 per cent more 
water heaters than in the previous 
year, dealers sold 63 per cent more. 


Division of Advertising 


Judging from the saturation ratios 
reported, the electric appliance man- 


Sufacturing industry still has an ex- 


tensive market to cultivate. Largest 
saturation was shown for vacuum 
cleaners, 65 per cent. Other major 
appliance saturation figures were in- 
dicated as follows: washing ma- 
chines, 62 per cent; water heaters, 
48; refrigerators, 46; ranges, 13; 
ironing machines, 6 per cent. 
Utility companies located in the 
central part of the country—includ- 
ing territory west of the Mississippi 
and east of the Rockies, led the pro- 
motion parade with an average ex- 
penditure of $2.83 per consumer; 
companies in the Southeast spent an 


WHaverage of $2.69; companies in the 


Northeast, $2.52; 
the West, $2.23. 


and companies in 


Spent $4,781,274 Last Year 


Division of appliance sales between 
utility companies and local dealers, 
in cases where companies divide the 


merchandising job with dealers, were 
reported as follows: 

Refrigerators company, 16 per 
cent, dealers, 84 per cent; ranges— 
company, 57, dealers, 43; water heat- 


| ¢rs—company, 73, dealers, 27; wash- 
»¢'s—company, 9, dealers, 91; ironers 


—ctompany, 16, dealers, 84; vacuum 
cleaners—company, 11, dealers, 89. 

It was estimated that the 118 com- 
panies covered in the report spent 


§ $4,781,274 during 1937 for advertis- 


ing and promotion. In addition, 17 


other utility companies which en- 
_€age in no appliance selling, spent 
» $1,386,428. 


Thousands of ready-to-use illus- 

7 trations, on all subjects, are 
available for your inspection. 
Write, wire or phone 


K 
AUFMANN & FABRY CO. 
S. Wabash Avenue « Chicago 
Telephone Harrison 3135 


Y West 
‘Sr St. NEW YORK, Phone Bryant 9.6682 
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National Swim for Health Week Committee, New York, is distributing this poster 

in anticipation of its annual week, June 20-25. Jane House, the model, wears a 

bright yellow knitted wool suit, while her admirer chooses maroon trunks and a 
maroon and white shirt. 


Warm Weather 
Fails to Halt 
Radio Activity 


New York, April 13.—P. Lorillard 
Company for Old Gold cigarets, has 
renewed its Tuesday and Thursday 
CBS program, “Screen-scoops,” for 
an additional 13 weeks. The broad- 
cast, featuring George McCall, is 
heard at 7:15 p. m., with a repeat 
broadcast for the West Coast at 
11:15 p. m. Lennen & Mitchell, 
New York, has the account. 

On April 11 American Tobacco 
Company, New York, will start an- 
other test series for Lucky Strikes 
on two Mutual stations from 6:45 to 


7 p. m. The program is signed 
for 13 weeks and will be heard Mon- 
days, Wednesdays and Fridays. 


Buddy Clark, Frank Novak’s orches- 
tra and a dramatic cast-will be fea- 
tured. Account is handled by Lord 
& Thomas, New York. 

Ironized Yeast Company, Atlanta, 
will expand its “Good Will Hour” 
program, heard over MBS, to a coast 
to coast network April 24. Addi- 
tional stations will include the en- 
tire Don Lee network. Ruthrauff & 
Ryan, Inc., New York, is the agency. 


To Split Sponsorship 


“Highlights in the World of 
Sports” is the title of a new series 
of daily programs to be broadcast 
over WABC, New York, from 6:05 
to 6:15 p. m. beginning April 25. On 
Mondays, Wednesdays, and Fridays 
the program will be sponsored by 
Sinclair Refining Company, New 
York. Sponsor for the Tuesday, 
Thursday, Saturday portion of the 
program has not yet been set. Fed- 
eral Advertising Agency, New York, 
has the Sinclair account. 

General Foods Corporation, New 
York, will add 11 stations to the net- 
work carrying the Robert Ripley pro- 
gram when it switches from Satur- 
days to Tuesdays April 26. The time 
will be 10 to 10:30 p. m. Benton 
& Bowles, New York, is the agency. 


Promotes Tour-Aider 


K. Kaufmann & Co., Newark, N. J., 
manufacturer of luggage, has sched- 
uled an advertising campaign in 
newspapers and magazines. The 
products to ,be advertised are the 
Tour-Aider for men and Lady Man- 
hattan week-end bag for women. 
A. W. Lewin Company, Inc., Newark, 
is in charge. 


COOPERATIVE 
CAMPAIGN FOR 
CANDY PLANNED 


New York, April 14.—Expecting to 
increase candy consumption 25 per 
cent in 1938 through a cooperative 
merchandising and educational cam- 
paign involving the whole industry, 
National Confectioners Association 
this week laid plans for expansion of 
its “candy is a food” drive. 

In launching the new effort, Otto 
Schnering, president, Curtiss Candy 
Company, Chicago, and chairman of 
the merchandising-advertising com- 
mittee of the association, urged 
candy makers to step up advertising 
budgets substantially in order to take 
advantage of favorable rates. 


Stickers Are Successful 


“The time is right for such an ex- 
tensive campaign,” Mr. Schnering 
said. “I believe that advertising 
rates now are lower than they will 
be for a long time, and we can get 
more for Our money now than later.” 

The campaign marks a new high 
in cooperation among candy manu- 
facturers. Cut-throat tactics were 
first displaced by collective effort 
some months ago when association 
members distributed 1,000,000 stick- 
ers urging candy as a food. The suc- 
cess of that effort inspired the new 
campaign. 


Lists Association Committee 


Serving with Mr. Schnering on the 
association committee are W. C. 
Dickmeyer, president, Wayne Candy 
Company, and Harry Chapman, vice- 
president, New England Confection- 
ery Company, Cambridge. Other 
manufacturers supporting the cam- 
paign include Williamson Candy 
Company, Chicago, Oh Henry! bars; 
Frank G. Shattuck Company, Schrafft 
products; Mars, Inc., Chicago, Milky 
Way and other products; and Fanny 
Farmer Candy Shops, Inc., Rochester. 

Although the exact nature and 
amount of money to be spent on the 
current canrpaign have not been de- 
termined as yet, all manufacturers 
will be asked to stress in their 
advertising the value of candy as an 
energizing food. Luxury appeals are 


taboo. 


*Weekly. 


in total. 


Relationship 
with Public 
AAAA Theme 


NewYork, April 14.—The relation- 
ship between the public and busi- 
ness will be the theme of the Fri- 
day morning session for members 
and guests at the 2lst annual con- 
vention of the American Association 
of Advertising Agencies, at The 
Greenbriar, White Sulphur Springs, 
W. Va., April 20-23. 

Speakers will include W. Averill 
Harriman, chairman of the board, 
Union Pacific Railway, chairman of 
the Department of Commerce Busi- 
ness Advisory Council, and part 
owner of Newsweek; Paul Garrett, 
director of public relations, General 
Motors Corporation; B. C. Forbes, 
publisher of Forbes Magazine and 
financial analyst; and Henry Eck- 
hardt, chairman of the board, Ken- 
yon & Eckhardt, and chairman of 
the Four A’s. 


Film Producers Merge 


The executive staff of Associated 
Sales Company, Detroit, producer of 
talking slidefilms, has purchased that 
company from the parent organiza- 
tion, Cadillac Printing Company, and 
will affiliate with Industrial Pictures, 
Inc., Detroit, commercial film pro- 
ducer. Headquarters will be in In- 
dustrial’s recently completed offices 
and studios at 4925 Cadieux street. 
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’ PROMOTION NEW "SWIM FOR HEALTH" POSTER April Linage of Canadian Magazines 
3] 1938 1937 
Pages Lines Pages Lines 
Canadian Home Journal.............. 52.0 36,457 55.7 39,017 
UTILITI FS Canadian Homes & Gardens.......... 46.3 31,150 49.2 33.084 
OF re casa yeh eens vee 16.3 11,450 25.1 17,614 
ia ea reg sd os iam be oh ae 48.1 33,723 55.5 38,884 
RE ee eee ee Ee eee 25.6 10,991 38.2 16,392 
D eg Re ee 50.6 35,433 59.8 41,878 
al i eee eee cree eine 64.8 43,557 64.8 43,548 
National Home Monthly............... 33.9 23,799 42.4 29,722 
New York, April 14.—By stepping MII on coke ee 180,136 201,869 


March linage: not included in total. 
7Semi-monthly. Linage for both March issues shown but not included 


Magazines of 
Canada Report 
10.8% Decline 


Chicago, April 13.—April advertis- 
ing in six major Canadian magazines 
totaled 180,136 lines, a decline of 10.8 
per cent from the 201,869 carried by 
these publications in April last year, 
according to reports today to ApvEr- 
TISING AGE. 

Liberty and Maclean’s, reporting 
March linage, also showed declines 
from comparable 1937 totals. Fig- 
ures for these publications, however, 
are not included in the general total. 

Mayfair was the only one of the 
group to report a 1938 linage exceed- 
ing that of 1937. This was a gain 
of nine lines, the current figure be- 
ing 43,557. Figures for the indi- 
vidual magazines as well as page 
totals are shown in the accompany- 
ing table. 


Westinghouse Shifts 


Kelly and Symonds 


Ralph Kelly, vice-president, West- 
inghouse Electric & Mfg. Company, 
has been placed in charge of com- 
pany sales with headquarters in 
Pittsburgh. He was formerly in 
charge of the Pittsburgh district 
works. 

N. G. Symonds, vice-president, long 
active in sales work. will henceforth 
devote his time in the department to 
specific customer activities. 


each week 


100 E. Ohio 


A Good Spot 


The Advertising Market Place is a 
good spot to be in when you want 
to buy or sell the infinite variety 
of goods and services used daily 
in the advertising field. 


The rates are reasonable —the 
results frequently astonishing. 


Last forms close Thursday of 


Write now for descriptive folder 
of specimen ads and special dis- 
counts on term contracts. 


The Advertising Market Place 
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Upper left: John Paul Pennebaker (right), Underwood & Underwood photographer, directs pre- 
liminary work on the set to be used for the first photograph in Fisk Tire Company's campaign. 


Upper right: Other properties ready, the plaster shark is swung into place. 


Lower left: The negro model tests his supporting wire in a difficult pose as last minute preparations 
More than five hours was spent in actual shooting. 
Lower right: The finished picture, expertly diffused for an underwater effect, dramatically ties in 


are made. 


with the Fisk copy story titled "Twenty Feet of Menace." 


COLLINS 
MILLER & 
HUTCHINGS 
INC. 


PHOTO-ENGRAVERS 
IN CHICAGO 


PHOTOGRAPHER'S 
ART GIVES FISK 
REALISTIC COPY 


Chicago, April 14.—How illusion, 
experts, has become the legitimate 
domain of advertising photographers 
was evidenced here today as Under- 
wood & Underwood Illustration 
Studios revealed a behind-the-scenes 
story on the first illustration in the 
spring campaign of Fisk Tire Com- 
pany, Chicopee Falls, Mass. 

Fisk’s objective in the campaign, 
a company spokesman said, was to 
emphasize the danger inherent in 
driving on unsafe tires, bu. to do 


so without using customary pictures 
| of cars smashed up because of blow- 
outs. 

It was felt that greater reader in- 
terest could be obtained through il- 
| lustrations of the danger present in 


| other occupations. The first photo- 


long a prerogative of sleight of hand |} 


COLD MECHANICS INVOLVED IN PRODUCTION OF AN EXTREMELY HOT PHOTOGRAPHIC ILLUSTRATION 


graph, for example, appearing in 
Collier’s and The Saturday Evening 
Post, is of a pearl diver in the Car- 
ibbean sea being attacked. by a 
shark. Copy points out that, danger- 
ous as this man’s position seems, it 
is no more so than that of the car 
driver whose tires are unsafe. Em- 
phasis is then placed on the safety 
qualities in the new Fisk tires. 

While subsequent photographs in 
the campaign will tie up the need for 
safe tires with analogies with other 
hazardous occupations, the first pic- 
ture required the most extensive 
preparation. 


Extensive Preparation Required 


Nor is it completely dependent 
upon illusion. The huge piece of 
coral, for example, is the real thing 
and came originally from Caribbean 
waters. It was borrowed for the oc- 
casion from the Field Museum here. 
Dioramas in the museum also proved 
a fertile field for much of the re- 
search preparatory to actual shoot- 
ing of the picture. Many of the sea- 
growing plants are also real although 
obtained locally. 

The shark, constructed of plaster, 
conforms in all details to those found 
off the Bahama islands. It was sus- 


pended by steel wires in a swim- 
ming position, its jaw already open 
in anticipation of a good meal of a 
pearl diver. The pilot fish and pom- 
pano shown were also lifelike rep- 
licas of the real thing. ‘ 
While the magazine copy appeared 
in black and white, preparations for 
the picture were made with full re- 
gard for color and a color photo- 
graph was taken from the same set. 
The underwater effect was 
achieved through diffusion, the pic- 
ture being shot through green mos- 
quito netting and further diffused 


in the process of printing. gn ins) 


teresting and realistic touch is the 
hair on the head of the negro model. 
This was “blown-up” just before 
shooting and appears as it would 
were the boy immersed in the water. 

John Paul Pennebaker was the 
photographer in charge for Under- 
wood & Underwood. 

A noteworthy coincidence regard- 
ing the copy in Collier’s is the par- 
ticular page it found in the maga- 
zine. By accident or not, it could 
almost serve as an illustration for 
the fiction story on the opposite page. 
The latter is titled “Shark Meat” and 
deals as might be expected with the 
death dealing power of these sea- 


going behemoths. Critchfield & © 
Chicago, is the Fisk agency. 


IN SEATTLE THE 
TIMES CARRIED 


or /” 
RETAIL GROCER! 
LINAGE IN 1937 


2nd Paper........28.3% 


When a newspaper leads its compel 
tors in 19 out of 24 retail 
classifications (as does a 
Times) there can be only one ans 


CONSISTENTLY SUPERIOR RESULTS! 
O'MARA & ORMSBEE, Advertising Rep 


SUNDA’ 


PUBLISHED DAILY AND 


The Seattle Gime 


2 en 
O'MARA & ORMSBEE, Advertisiné 
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‘QUIET GAIN’ 
FOR PROMOTION 
IN FATHERLAND 


Advertising Council Makes 
1937 Report 


Washington, D. C., April 14.—De- 
spite the fact that many manufac- 
turers are unable to increase produc- 
tion to meet demand, because of the 
numerous decrease in force, adver- 
tising in Germany enjoyed a “quiet 
and healthy increase” in 1937, ac- 
cording to the annual report of the 
German Advertising Council, just 
received by the Department of Com- 
merce. 

The Advertising Council was 
formed Sept. 12, 1933, to assume 
charge of statistical work in behalf 
of German advertising. The law 
creating it also authorized it to levy 
a fee of 2 per cent on the gross in- 
come of “all firms engaged in carry- 
ing out advertising in the interests 
of a third person or firm.” Thus did 
German agencies find their 2 per 
cent cash discount diverted to new 
purposes. 

The Council publishes monthly in- 
dices of advertising volume segre- 
gated by media. While actual figures 
are not revealed, the report indicates 
that the Council’s budget exceeds 
$15,000,000 marks per year. This 
Sareawould place the German advertising 

Pepill in 1937 at 1,098,000,000 marks. 

The gain in linage in 1937 is 
Mlaced at 9.4 per cent, compared with 
b.9 per cent in 1936, and 7.5 per cent 
n 1935. 


- 


Influences on Advertising 


Four factors exercised a dominant 
nfluence on German advertising in 
937: The regulating activities of 
he Council itself, market regula- 
ions issued in many branches of 
erman economy; greater interven- 
5 ion of the State in business, and 
@umemne far-reaching influence of the 
Seour-Year Plan. 

As regards the first factor, the 
ouncil claims that apart from as- 
isting the steady rise of advertising 
urnover, it was instrumental in 
hanging the very character of Ger- 
man business advertising. “In ac- 
S@eeeordance with the principles of Na- 
@eemonal Socialism,” competition has 
meen deprived of its character of an 
conomic war, the major aim of 
Sertich is the “extermination of the 
Pponents,” but has become an ac- 
ivity which tends to outdo the per- 
ormance of the competitor by im- 
proving the quality of one’s own per- 
ormance, 


Restricting Influence Discussed 


The second factor is the restrict- 
ng influence which marketing regu- 
ations introduced for a large and 
oustantly increasing number of 
products had on the volume of ad- 
ertising. When a manufacturer or 
stributor is unable to raise his 
ales in excess of existing quotas or 
“en the shortage of goods auto- 
Sey leads to a full utilization 
‘these quotas without any special 
oo. effort on his part, all motives 
a Spending money on advertising 
it eurered. In the case of some 
os ®nt products (margarine and 
sod edible fats) advertising by 
“ats of posters was entirely pro- 


ibited, manifestly in order not to 
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R RESULTS! 
ertising Rep. 


The rates for this department are as follows: 


“Help Wanted,” 


cash with order. 


“Positions Wanted,” 
“Representatives Available,” 30 cents a line, minimum charge $1. 


“Representatives Wanted,” and 
Terms 


All other classifications (single insertion rates): % in., $2.75; 1 to 3 in., 


$4.75 per inch, 
insertions. 


Write for descriptive folder describing discounts for term 


POSITIONS WANTED 


REPRESENTATIVES WANTED 


YOUNG AD, MGR, Seeks Opportunity 
Past six years A.M., National drug ac- 
count. Writes POWBPRFUL copy, 
knows testing, research, buys news- 
paper, radio, magazine, spends $200,000 
yearly. Also six years direct mail, 
wholesale, retail exp. Age 32, Univ. 
ed. Go anywhere, consider any oppor. 
Advertiser or agency. 

Box 1416, ADVERTISING AGE, Chgo. 


AVAILABLE 
Advertising and sales promotion man- 
ager internationally known machin- 
ery and electrical appliance mfr. Age 
27. Married. Want change due to un- 
desirable transfer. Factory or dis- 
tributor connection. 

Box 1419, ADVERTISING AGE, Chgo. 


“ONE-MAN MAGAZINE EDITOR” 
copy, layout, production—looking for 
Chi, (preferable) or N. Y. editorship. 
26, single, edited 2 magazines in past 
4 years. Now employed. 

Box 1417, ADVERTISING AGE, N. Y. 


Representative, Hi-Grade producer. 
College grad. 31. Newspaper-agency 
experience. Wants to represent news- 
paper, trade or general book. 

Box 1420, ADVERTISING AGE, Chgo. 


ADVERTISING DIRECTOR, daily 
newspaper, wants better job with 
agency, rep., radio or mag. Age 38I. 
Go anywhere. 

Box 1418, ADVERTISING AGE. Chgo. 


Good territory open, outstandin 

newspaper features. EXCLUSIV 

ERAT CRs, Box 758, Beverly Hills, 
alif. 
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MISCELLANEOUS 


MANUFACTURERS! 


Look at the money you save by mass 
production. Why not get similar sav- 
ings by using photo-offset instead of 
old-fashioned printing? Newest proc- 
ess saves money by applying mass 
production with “combination” runs 
and eliminates typesetting and en- 
graving expense as well 
Small runs no penalty! 

300 COPIES (8%x11”) $2.50 
Additional hundreds only 25c 
Even lower prices for larger 

quantities 
Any size furnished. Free informative 
booklet on request 
Laurel Process, 480 Canal St., N. Y. C. 


NEW SELLING IDEAS FREE 
Let us show you how other firms 
are getting orders with our new 
PHOTO AD-CARDS. Most effective 
business producers ever devised. Write 
GRAPHIC ARTS PHOTO SERVICE 

3rd & Market Sts., Hamilton, Ohio 


offer the public products the sales of 
which are strictly rationed. 

Increased regulation by the State 
and the dominant role which public 
orders play in securing the present 
high level of employment in many 
branches of industry tends in the 
same direction of restricting adver- 
tising on the part of business. Large 
public orders—often for a year or 
more ahead—minimized the interest 
of manufacturers in advertising their 
products for the private market. 

These unfavorable influences were 
in part offset by the development of 
new substitute products under the 
Four-Year Plan. The introduction of 
these products and the necessity of 
overcoming “prejudices” and, in 
some cases, natural sales resistance 
on the part of the public, contributed 
toward a general increase in adver- 
tising budgets, notably by large in- 
dustrial concerns which are promi- 
nent in the manufacture of new syn- 
thetic products. 

The German advertising business 
was also affected by the Four-Year 
Plan in another way. The absolute 
prohibition of price increases by the 
“Price-Stop” decree of November 26, 
1936, applied to advertising rates of 
media, as well as to other fields. 

The largest increase in linage in 
1937 was registered by directories 
and calendars, with 154.6 per cent of 
the 1934 base figure of 100. Films 
came next, with 144.3 per cent; 
magazines, 136.7 per cent; news- 
papers, 122.4 per cent; posters, 121.4 
per cent, and railroad and street car 
advertising, 97.3 per cent. 

“The relative decline in advertis- 
ing in newspapers and magazines,” 
the report explained, “was to a cer- 
tain degree the consequence of the 
decrease in the number of papers and 
magazines published under the pres- 
ent regime. The number of news- 
papers published in Germany was 
2,527 in 1937, compared with 3,097 in 
1934, when over 1,000 solialist and 
other papers had already disap- 
peared. The figures for magazines 
were 5,835 in 1936, no 1937 estimate 
being available. The number in 1934 


‘-|}was 6,275.” 


Bernheim to Kleppner 


Bernheim Distilling Company, 
Louisville, has appointed Kleppner 
Company, New York, as its agency 
for I. W. Harper, bonded whisky. 
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GIBBONS KNOWS CANADA | 


J. J. GIBBONS LIMITED - 
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du'Pont Holds 


an Intramural 
Competition 


Wilmington, Del., April 14.—The 
du Pont Company will have an out- 
standing display in the New York 
World’s Fair, according to Martin 
Dodge, an associate in the design of 
projected exhibits at the New York 
and San Francisco Worlds Fairs, 
who described the problems involved 
before the du Pont advertising clinic 
this week. The sessions, lasting two 
days, were held in the Nemours 
building with attendance of all of 
the members of the various du Pont 
advertising contingents. This is the 
eleventh year of the clinic. 

One of the outstanding features of 
the sessions was the award to E. F. 
Carley, advertising manager of ex- 
plosives, of the major prize, a silver 
plaque mounted on a mahogany 
panel, for a trade paper campaign 
series on industrial explosives. First 
put in competition in 1929, the 
trophy is inscribed with the name of 
each year’s winner, becoming the 
permanent possession of the con- 
testant who wins it three times. 


Other Winners Named 


Winners of other prizes were: 
Broadside, Don V. Bauder; R. H. 
Coleman, honorable mention. Port- 
folio, J. S. Hukill; P. W. Sampson, 
honorable mention. Booklet, E. F. 
Carley; P. W. Sampson, honorable 
mention. Direct mail campaign, J. 
M. Cowan; H. D. Lavery, honorable 
mention. Dealer display, E. C. Har- 
rington; H. D. Lavery, honorable 
mention. Judges included Dr. Henry 
C. Link, of the Psychological Cor- 
poration; Eldridge Haynes, vice- 
president, McGraw-Hill Publishing 
Company, and Norwood Weaver, of 
Batten, Barton, Durstine & Osborn. 

In describing the du Pont exhibi- 
tion at the New York World’s Fair, 
Mr. Dodge said a giant fresco will 


‘feature the entrance of the court of 


the New York Fair building. A vast 
decorative bas relief with figures 
more than 30 feet high will be in- 
corporated into the structural wall, 
being fashioned of concrete and 
stucco. Color will be added with a 
special latex paint. He told of the 
problems faced in finding a medium 
which would insure the spectacular 
effect sought and still be able to wea- 
ther the rigors of an outdoor posi- 
tion for two years. 


ESSAY CONTEST 
ENTRIES 10 SET 
NEW HIGH MARK 


Chicago, April 14.—Entries in the 
$1,000 ADVERTISING AGE essay contest 
for high school and college students 
poured into the Contest Secretary 
this week, in advance of the dead- 
line, which is April 17. With returns 
running well ahead of last year, in- 
dications were that a new record for 
the total number of entries would be 
set. 

Thus the third annual student con- 
test for essays on “How Advertising 
Benefits the Consumer” has gained 
momentum during each of the years 
it has been run, until now it is ac- 
cepted by hundreds of teachers and 
other educators as an interesting 
and worth-while annual event which 
their students may enter, and which 
is frequently used as a class pro- 
ject. 

The contest was conceived by 
ADVERTISING AGE as one method of 
bringing the true story of advertis- 
ing’s function and place in society 
to high school and college students 
who have been and are being ex- 
posed to an increasingly insistent 
clamor against all advertising, on 
the grounds that it is an economic 
waste or worse. 


Bears All Expense 


All the expenses of the competi- 
tion, including promotional expenses 
as well as the $1,000 in cash prizes, 
plus two all-expense trips to the city 
in which the annual convention of 
the Advertising Federation of Amer- 
ica is being held, are borne by 
ADVERTISING AGE, but the contest is 
run entirely independently of circu- 
lation and advertising operations, 
and no attempt of any kind is made 
to gain material benefits from its 
operation. Rather, ADVERTISING AGE 
considers the money and effort de- 
voted to promotion of the contest as 
its contribution to the important task 
of checking consumer disbelief in all 
advertising, and of inducing more in- 
telligent and careful thought about 
the functions and value of advertis- 
ing on the part of students who will 
be the consumers, voters and busi- 
ness men of tomorrow. 

High school and college students 
compete in separate divisions of the 
competition, with equal prizes of 
$500 for each division. First place 
winner in each division receives $250 
in cash, plus an all-expense trip to 
detroit, where his award will be pre- 
sented during the convention of the 
Advertising Federation. Second prize 
in each division is $100; third is 
$50; and in addition 10 awards of $10 
each for honorable mentions are 
given in each division. 

While the complete returns from 
eligible contestants will not be in 
until the latter part of next week, or 
possibly a little later, judging will 
be started as soon as possible, with 
every effort being made to select 
final winners before most schools 
close, so that those teachers and 
classes which have cooperated will 
be advised of the final results. 

As another effort to remind those 
who entered that the contest is fair 
and impartial in all particulars, the 
practice followed in previous years 
of supplying a complete list of win- 
ners to every contestant will be fol- 
lowed again this year. 

This year for the first time, about 
40 newspapers, advertising clubs and 
other organizations sponsored local 
tie-up contests in their communities, 
most of them offering small local 
prizes for their communities, and 
then sending all essays on to Ap 
verTisinc Ace for judging in the 
national contest. 

While final reports on these local 
contests have thus far been received 
from only a few of the cooperating 
agencies, almost without exception 
these report that they consider the 
experiment a success, and that they 
believe they will be interested in 
conducting a similar contest next 


year. 


Mrs. Roosevelt 
Authorized to 
Purchase KFJZ 


Washington, D. C., April 14.—The 
Federal Communications Commis- 
sion today authorized transfer of 
Station KFJZ, Fort Worth, from 
R. S. Bishop to Mrs. Ruth G. Roose- 
velt, daughter-in-law of the Presi- 
dent. 

Mrs. Roosevelt, who will become 
vice-president of the company, will 
pay $57,500 for the station. Elliott 
Roosevelt, her husband, will be presi- 
dent and Harry Hutchinson, man- 
ager. 

The commission reported that Mrs. 
Roosevelt has assets “in excess of 
$89,500,” consisting of a 1,500-acre 
ranch, livestock and other assets. 
Elliott Roosevelt, the report said, 
has an annual income “in excess of 
$20,000” available for operation of 
the station if necessary. 

Mrs. Roosevelt served as secretary 
to her husband when he was vice- 
president of the Southwest Broad- 
casting Company and during the first 
few months of his employment by 
Hearst Radio, Inc. He is managing 
director of four Hearst stations in 
Texas and Oklahoma. 

“Under the proposed ownership 
and management the program serv- 
ice of Station KFJZ as well as its 
technical operation, will be materi- 
ally improved, thus raising its gen- 
eral standard of efficiency,” the com- 
mission held. “A grant of the 
application will serve public inter- 
ests.” 


Low Priced En-Ar-Co 
Motor Oil Introduced 


National Refining Company, Cleve- 
land, producer of White Rose gaso- 
line and En-Ar-Co motor oils, has 
introduced a 20-cent motor oil in 
cans. 

The company will continue En-Ar- 
Co at 25 cents and En-Ar-Co Penn 
oil at 30 cents, both in cans... Co- 
operative newspaper advertising and 
dealer helps will be used. 
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In Chicago 


Ready at a day’s notice 


@ To distribute your 
samples. 


@ To place your adver- 
tising in your pros- 
pect's hand. 


@ To make surveys— 
ask questions for you 


sumer. 


@ To sell your mer- 
chandise, deliver and 
collect payment. 


@ To put up displays 


chandise your adver- 
tising. 

@ To get action for you, 
any time in Chicago 
area. . 


BIG 4 ADVERTISING CARRIERS 


Western Zone Division ' 
for Advertising Distributors of America 


Rendering Similar Service throughout the U. S. 


742 $. Wabash Ave. - Chicago 


1000 men 


of Dealer or Con- 


and otherwise mer-- 


av lal 
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Weather Causes 
Drop in Linage 
for Past Week 


Chicago, April 15.—For this year 
through April 9, retail display ad- 
vertising is 8.5 per cent below the 
corresponding period of 1937, accord- 
ing to the Apvertisinc Ace Index of 
Retail Activity. 

Newspapers in the 80 major mar- 
kets included in this Index showed 
a total of 266,653,665 lines for the 
week, compared with 291,301,976 
lines for the comparable period of 
1937, a loss of 24,648,311 lines. 

Unseasonable weather which cov- 
ered a large portion of the country 
last week caused a sharp curtailment 
in Easter buying, holding retail lin- 
age in the measured cities to 22,133,- 
014 lines, 1,244,038 lines or 5.3 per 
cent less than the 23,377,052 total for 
the corresponding week of last year. 

Percentage of gain or loss for each 
weekly period of this year over 1937 
is shown in the following table: 


nie ad alae aia lear iguana — 0.8 
NS area ar Sa ian tat oh ati — 2.4 
SO i SN a da aimee ge — 3.7 
Sa ee ce ee haa ss — 5.1 
ns cea hesd seus he week — 7.2 
IS oer Sas Dhaka ane oa — 7.4 
EE iss 5 oeaeteee cave wed — 17.7 
es le te gh See eames £ — 6.8 
teks bh bee Rea eR Oe —11.4 
I aie siyig’arok’y ne ahbiae © —14.8 
No aah d gig e We ve —16.6 
Re ere ee —18.3 
Ngo coins ae oikigai nie earls —14.2 
EEE 0565064 os ee RAR OHS — 0.9 
ES, Sic oe rinse wile lbn yt — 5.3 


Individual linage figures for cities 
measured by this Index are shown in 
the table on this page. 


“Inquirer” Sells Flags 

The Philadelphia Inquirer recently 
used full-page space to offer a three 
by five foot flag, pole, pole socket and 
halyard for 39 cents in preparation 
for Memorial Day. 


EAST 


OY any of the dozens of 
BLOCK LETTERING effects 
Rapid can make from your 
ordinary type proofs. The 
styles 7M. above are only 
two of the many artists and 
ad men are getting from 
Rapid to add zip to their 
punch lines. It's a new 
Rapid ‘stat innovation that's 
entirely mechanical . . . and 
so economical! Investigatel 


PHOTOSTATS 


RAPID 


COPY SERVICE CO. 


7 BRANCHES: NEW YORK, 41s Lexzing- 
ten, 444 Madi » WAnderblit 3-3680. 
CLEVELAND, Ninth — Chester Bidg., 
MAIn 9335 @ CHICAGO, 110 Se. Dear- 
born, 228 No. La Salie, 360 No. Michigan 
Ave., 173 W. Madison St., STAte 5977. 


FIC DECLINES 
TO LISTEN 10 
HAMMOND ORGAN 


Spends Busy Week on New 
Complaints 


Washington, D. C., April 13.— 
Whether or not music hath charms 
to soothe the composite breast of 
the Federal Trade Commission re- 
mained unknown today as the FTC 
declined to listen to the strains of 
the electric organ marketed by 
Hammond Clock Company, Chicago, 
in a hearing on charges that Ham- 
mond advertising is unfair to pipe 
organ manufacturers. 

Charges came thick and fast from 
the FTC offices this week, one of 
the most interesting allegations 
being leveled against Gulf Refining 
Company, Pittsburgh. Unfair dis- 
paragement of competitors’ prod- 
ucts is alleged in the sale of lubri- 
cating oil. 

Gulf, according to the Commis- 
sion, sought to injure business of 
competitors by destroying their 
source of supply through urging 
service stations to refuse to sell 
crankcase drainings to reclaimers 
of lubricating oil. 


Other Charges Made 


The complaint charges that Gulf 
made representations that reclaimed 
motor oils are inferior in quality; 
that distributors of reclaimed oils 
usually find a market by means of 
false claims; and that many re- 
claimed oils contain water, sulphur 
and other detrimental materials. 

Merck & Co., Rahway, N. J., has 
violated the Robinson-Patman Act, 
the FTC charged in a complaint 
that unlawful price discriminations 
have been granted to favored pur- 
chasers. The case involves’. the 
“depot” system used by the drug 
company. These depots usually get 
prices from 5 to 15 per cent lower 
than other wholesalers. 

“On other items on which list 
prices are the same to depots and 
to wholesalers generally,” said the 
complaint, “Merck sells to the de- 
pots at a price lower than that 
quoted for the quantity actually pur- 
chased.” 


6-Month Advance on 
Orders for Crowell 


Crowell Publishing Company, New 
York, has announced that orders for 
space in all its magazines will be 
accepted for six months ahead, auto- 
matically advancing each issue after 
the closing date has passed. 

Orders for space in issues beyond 
the six-month period will be accepted 
at “rates to prevail,” and each inser- 
tion will be validated automatically 
at a definite rate as it falls within 
the limits of the six-month period. 


New Rayon Display Aid 

The recently formed display advis- 
ory bureau of American Viscose Cor- 
poration has issued a Crown Tested 
Rayon Display Manual designed to 
give practical help to retail store 
display managers. It contains 16 
display layouts for windows, cases, 
islands, ledges and special displays 
for departments. Six $25 prizes are 
to be awarded every six months for 
the best displays featuring Crown 
Tested Rayon. 


Miss Moore Appointed 


Miss Mary Furlong Moore, for- 
merly associated with the Namm 
Store, Brooklyn, has been appointed 
advertising manager of the John G. 
Myers Company, Albany, N. Y., de- 
partment store. She is the first 
woman advertising manager among 
Albany’s large department stores. 


Webster to Union 


Forrest U. Webster has joined Un- 
ion Metal Mfg. Company, Canton, O., 
to do market development work. He 
recently resigned from Lord & 
Thomas, New York, to whom he went 
from Cutler-Hammer, Inc., Milwau- 
kee. 


Markets 


Index of Retail Activity in 80 Important 


Based on total retail advertising volume in all newspapers in each city. 
(Copyright, 1938, by Advertising Publications, Inc.) 


Simply Usedi 
by Agencies 


Syracuse, April 14——The New York 
Press Association, made up of small 
town weeklies, has adopted the one- 
order, one bill, one piece of copy 
plan, it announced today. The asso- 
ciation itself will clear the copy to 
members, and handle details of com- 
pensating the papers from the single 
check to be made out by the agency. 


Considers Representative 


The association is considering ap- 
pointment of a national representa- 
tive to sell markets reached by mem- 
ber papers as a unit. 

In many respects, the new plan of 
the association follows that adopted 
by newspapers of Iowa and Illinois. 
Only dailies are included in the lat- 
ter, however. 


for McCann-Erickson 


Rearrangement of its operations 
on a functional basis was announced 
last week by McCann-Erickson, Inc., 
New York. The agency’s work has 
been divided into five classes, each 
in charge of a director, as follows: 

L. S. Briggs, vice-president, and 
creative director; C. A. Posey, vice- 
president and service director; Ray- 
mond Atwood, in charge of general 
business management; John L. An- 
derson, secretary-treasurer in charge 
of accounting and legal supervisor; 
E. D. Hill, vice-president in charge 
of new business. H. L. Palmer, vice- 
president, will retire June 1. 


New Adcraft Directors 


Four new directors have been 
elected by the Adcraft Club of De- 
troit. They are William J. Scripps, 
director of Stations WWJ and 
WS8XWJ; Hal G. Trump, secretary 
of Fred M. Randall Company; Wil- 
lard S. French, president, Brooke, 
Smith & French, Inc., and Frank J. 
Denney, advertising manager, Cadil- 


lac Motor Car Company. 


% Gain % Gain 
15-Week 15-Week 15-Week or Loss or Loss 
Period Period Period 1938 1938 Week Week % Gain 
Ended Ended Ended over over Ended Ended or 

City Apr. 11,1936 Apr. 10,1937 Apr. 9, 1938 1936 1937 Apr. 10,1937 Apr. 9, 1938 Loss 
es Th secon dces ons 4,067,364 4,633,317 3,532,874 —13.2 —23.8 341,418 268,688 —213 
BERGE, Ps. 2 cs0s cece 1,767,759 1,961,778 1,824,284 +3.2 —7.0 154,812 121,107 —214 
pO 4,154,514 4,252,658 4,192,272 +0.9 —1.4 312,298 297,808 —45 
Baltimore, Md. ....... 5,852,056 6,341,984 6,104,609 +4.3 —3.8 547,587 538,515 —1.7 
Birmingham, Ala. 3,029,418 3,511,032 3,529,414 +16.5 +0.5 255,416 261,380 +23 
ES 6 0506600 5,499,894 5,736,958 5,250,821 —4.5 —8.5 440,137 468,286 +64 
Bridgeport, Conn. ..... 2,457,708 2,551,164 2,445,268 —0.5 —4.2 209,720 199,080 —5.] 
NS ere 4,199,070 4,760,980 4,524,030 +7.7 —4.9 399,042 392,140 —17 
Coe, B. Dectovcsces 1,076,083 1,112,858 1,035,715 —3.8 —6.9 80,269 81,633 +17 
Cedar Rapids, Ia....... 1,287,846 1,384,488 1,267,126 —1.6 —8.5 100,016 95,340 —4.1 
Chattanooga, Tenn. ... 1,856,918 1,774,278 1,687,052 —9.2 —4.9 115,811 128,004 +105 
CHIORID, Fi ccccecsecs 8,234,857 9,310,283 8,866,418 +7.7- —4.8 755,831 737,392 —24 
Cimeimnetl, O. coseccncs 4,581,758 4,836,026 4,373,366 —4.6 —9.6 419,287 406,215 —3] 
Cleveland, GO. ccccccese 5,303,767 5,797,915 5,301,066 —0.1 —8.6 358,898 418,444 +164 
Pee Oe oo iceseck  eeeees. _. Sehtek  eeeens aaa ate 302,224 279,756 —14 
ON eh re 5,817,505 5,991,072 5,940,951 +2.1 —0.8 463,892 434,368 —6.4 
DGG, GA cevscscwrece 3,701,614 4,225,530 3,709,506 +0.2 —12.2 351,428 289,702 —174 
SE "SE re 2,818,298 2,867,770 2,629,798 —6.7 —8.3 187,970 204,965 +9.9 
Des Moines, Ia........ 1,759,885 1,813,444 1,841,514 + 4.6 +1.5 120,305 136,404 +134 
Se eee 5,881,150 6,112,891 5,030,131 —14.5 —17.7 477,791 388,135 —184 
7 eh Ci svesesess e00400 i. sc505% 4. Seawes Pye race 227,780 203,322 —107 
eM 5a kbancnes ee 1,891,050 2,345,174 2,418,916 + 27.9 +3.1 192,626 187,810 —25 
Evansville, Ind. ...... 3,555,538 3,188,557 3,452,984 —2, +8.3 279,174 299,068 +21 
Fall River, Mass....... 914,398 976,214 887,676 —2.9 —9.1 61,480 74,741 +216 
| a” “Ae 2,450,798 2,382,828 2,111,004 —13.9 —11.4 196,154 137,214 —#01 
Fort Wayne, Ind....... 3,016,146 3,270,911 2,907,506 —3.6 —1l11.1 300,342 249,172 —17.0 
te ec ainsaee'e 1,538,054 1,962,599 1,495,570 —2.8 —23.8 175,328 123,798 —294 
Grand Rapids, Mich... 2,475,438 2,976,554 2,431,632 —1.8 —18.3 242,872 192,524 —20.7 
Greenville, S. C....... 1,539,661 1,864,895 1,727,029 +12.2 —7.4 154,182 128,394 —16.7 
TOUSIOR, TOM 6 asosscs 3,726,310 4,405,716 4,417,776 +18.6 +0.3 346,122 372,754 +7.7 
Indianapolis, Ind, 4,638,966 5,012,385 4,420,302 —4.7 —11.8 398,818 353,514 —114 
Jacksonville, Fla. . 2,327,626 2,661,778 2,544,943 +9.3 —4.4 177,912 180,950 +1.7 
Jersey City, N. J...... 667,018 633,524 566,852 —15.0 —10.5 48,617 46,257 —4.9 
Kansas City, Kans.... 594,251 727,629 748,062 + 25.9 +2.8 51,436 46,081 —104 
Knoxville, Tenn. ..... 2,568,398 2,732,044 2,931,320 +14.1 +7.3 215,516 244,972 +13.7 
Little Rock, Ark....... 2,544,612 2,599,142 2,496,594 —1.9 —3.9 177,954 171,922 —3.4 
cae Aewetes, COliisccs carers 7,102,633 6,445,174 és —9.3 539,060 537,007 —0.4 
Emre Viee; Bad. cccscss Xe e ee 4,032,861 3,972,677 aid —1.5 344,810 322,689 —3.5 
Se eee 2,735,572 2,677,108 2,215,738 —19.0 —17.2 207,144 178,878 —13.7 
Manchester, N. H...... 934,992 946,054 1,093,758 +16.9 +15.6 81,984 82,422 +0.5 
Memphis, Tenn. ......- 3,038,186 3,187,494 3,081,988 +1.4 —3.3 258,748 231,980 —10.4 
Milwaukee, Wis. ..... 3,740,178 5,022,026 4,305,046 +15.1 —14.3 396,205 349,290 —11.9 
Minneapolis, Minn. 4,258,102 4,328,070 3,813,218 —10.5 —11.9 340,486 330,726 —2.9 
New Bedford, Mass.... 927,416 949,844 886,732 —4.4 —6.7 62,076 59,486 —4.2 
New Haven, Conn..... 2,606,968 2,668,770 2,555,504 —1.9 —4.3 222,138 213,150 —4.1 
New Orleans, La...... 5,463,681 5,612,616 5,187,986 —d.1 —7.6 447,243 403,885 —9.7 
Sweow York, W.. F...000% 17,971,277 18,980,093 16,991,545 —5.5 —10.5 1,531,715 1,428,097 —6.8 
SBrookiyn, WN. Z.wsscee 1,910,995 2,014,067 1,460,748 —23.6 —27.5 154,060 131,990 —14.3 
MOPEOIe, VE. .scvesece 2,551,628 2,544,780 2,544,402 —0.3 osse 182,196 211,344 +16.0 
Onlkiand, Cal. <...csscs 2,150,324 2,100,735 2,042,638 —5.0 —2.8 168,310 200,387 +19.1 
Oklahoma City, Okla.. 3,101,912 3,243,478 3,311,840 + 6.8 +2.1 245,224 229,950 —6.2 
ly a | re 3,135,382 3,195,140 2,822,814 —9.9 —11.7 224,452 223,674 —0.4 
Philadelphia, Pa, 8,156,512 8,703,038 7,625,273 —6.5 —12.4 663,741 612,907 1.1 § 
Phoenmis, AVIS, ...0600% 2,175,194 2,093,924 2,262,652 +4.0 +8.1 165,984 194,502 +172 
Pittsburgh, Pa. ...... 5,858,500 7,254,800 6,005,748 +2.5 —17.2 596,848 495,824 —16.9 
FOrcienGd, GFE, wccssecs 3,205,932 3,464,514 3,128,078 —2.4 —9.7 297,850 266,462 —10.5 
Providence, R. I.....0- 3,878,620 3,852,747 3,375,895 —12.9 —12.4 395,410 263,657 —33.3 
pe ee re 2,507,588 2,947,154 2,730,689 +8.9 —7.4 249,242 219,282  —12.0 
Richmond, Va. ....i<- 3,443,888 3,521,196 3,370,710 —2.1 —4.3 268,548 285,922 +6.) 
§$Rochester, N. Y...... 4,847,261 5,175,388 4,010,623 —17.3 —22.5 393,392 317,964 —19.2 
Rock Island-Moline 2,398,624 2,503,536 2,597,196 + 8.3 +3.7 182,756 226,520 +23.9 
Sacramento, Cal. ..... 2,444,333 2,394,826 2,137,962 —12.5 —10.7 192,178 174,174 —9.4 
San Antonio, Tex. . 1,807,337 1,919,442 1,748,902 —3.2 —8.9 133,798 128,858 —3,7 
Ban BORE, GBis.i ccs 3,951,150 4,030,624 3,424,096 —13.3 —15.1 293,146 253,750 —13.4 
San Francisco, Cal.. 4,342,485 4,519,706 4,352,293 +0.2 —1.5 346,635 367,147 +5.9 
OSs a 7 rr 2,821,262 2,980,886 2,573,086 —8.8 —13.7 242,688 216,720 —10.7 
South Bend, Ind....... 2,272,699 2,741,814 1,995,818 —12.2 —27.2 209,684 150,124 —28.4 
Spokane, Wash, ...... 2,051,730 2,143,694 2,062,984 +0.5 —3.8 184,828 171,976 —6.9 
Bt. EMUIE, BOs. eee siccs 5,048,600 5,554,105 5,155,260 +2.1 ~—7.2 415,065 409,685 —1.3 
Mt, Paw, Ben........- 3,698,055 3,486,493 3,593,893 —2.8 +3.1 253,298 310,274 + 26.4 
a: i 3,125,667 3,220,422 2,848,172 —8.9 —11.6 265,972 273,836 +2.9 
*Tacoma, Wash. ...... 1,651,276 1,861,214 1,637,244 —0.9 —12.0 138,208 115,136 —16.7 
TOMO, BIB. 6ccvsccsas 1,748,938 1,774,014 1,798,692 +2.8 +1.5 128,464 125,202 —2.5 
co So Sea 3,649,070 3,849,233 3,392,107 —7.1 —11.9 299,257 234,024 —21.8 
Toronto, Ont., Can..... 5,927,600 5,916,011 4,944,215 —16.6 —16.4 431,149 400,703 —i.1 
3 <2 SS are 1,033,648 1,171,744 1,050,252 +1.6 —10.4 89,726 126,280 + 40.7 
es SOS ieee ee ees 2,666,832 2,689,448 2,572,200 ~ —8.6 —4.4 194,698 188,328 —3.3 
Washington, D. C...... 10,024,844 10,409,217 9,398,926 —6.3 —9.7 804,600 764,272 —5.0 
Worcester, Mass. ..... 3,200,130 3,211,706 3,149,287 —1.6 —1.9 280,253 272,839 —2.7 
Youngstown, O. ...... 2,586,888 2,588,935 2,235,223 —13.6 —13.7 213,318 161,836 —24.1 

[Seen er a 262,847,004 291,301,976 266,653,665 —2.5 —8.5 23,377,052 22,133,014 —5.3 

7;New York American discontinued June 24, 1937. 

tBrooklyn Times-Union discontinued June 8, 1937. 

§Journal and Sunday American discontinued June 8, 1937. 

*Daily Ledger discontinued June 23, 1937. 
N. » # VW eeklies Functional Basis Widen Dyanshine Drive 


Barton Mfg. Company, St. Louis, 
maker of Dyanshine liquid shoe 
polish, has widened its campaign 02 
that product in newspapers and 
radio. Copy which has already 
started in the South will appear iD 
Northern markets with the advent 
of warm weather until national 
coverage is complete. Anfengée 
Advertising Agency, St. Louis, is iD 
charge of the drive. 


Miss Glen to Compton 

Juliet Glen, formerly continuity 
writer with KOL, Seattle, and more 
recently with Romig-Fuller & Ass® 
ciates, Seattle, has joined Compto? 
Advertising, Inc., New York, 38 # 
writer in the radio department. 
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VOTE TO REPORT 
FOOD, DRUG BILL 
DESPITE CRITICS 


(Continued from Page 1) 
yive. Senate opposition to House 
substitutions is reported strong. 

Representatives Mapes, of Michi- 
gan, and Chapman, Kentucky, will 
incorporate the objections of Secre- 
tary Wallace in a strong minority 
report which will probably prove the 
rallying ground for the opposition 
when the bill is called up in the 
House by Chairman Lea. Neverthe- 
jess, experts believe that the bill will 
survive this test. 

The bill reported is substantially 
the same one ordered reported March 
15, the major provisions remaining 
unchanged from those made public 
at the time. Chief amendments to 
the bill center around “new drugs,” 
this being known as the sulfanil- 
amide section, and the whisky provi- 
sions. Under the amendment which 
was adopted, the Secretary must 
make analyses and formulate regu- 
lations for new drugs within 30 days. 
Should he fail to do so, the manufac- 
turer may proceed to market a drug 
without certification at the end of 
180 days. 


Shift Whisky Control 


The Chapman whisky amendment 
provides that the Federal Alcohol 
Administration shall administer the 
liquor provisions of the Food and 
Drug Act. This seems logical enough, 
since the FAA exercises virtually 
life and death control of the liquor 
industry already. 

The bill prohibits false or mislead- 
ing labeling of foods, drugs, cos- 
metics and therapeutic devices and 
authorizes the Food and Drug Ad- 
ministration to proceed against such 
products without the necessity of 
proving existence of fraud. 

Definitions and standards of iden- 
tity for foods are to be promulgated 
and administered by the Secretary of 
Agriculture. The objective is to estab- 
lish a yardstick for maintenance of 
quality of food products. 


Pretty Chipso 
Soap Package 
on Scrap Pile 


Cincinnati, April 14.—Though its 
Chipso soap flake package met the 
modern requirement of simplicity 
and legibility, Procter & Gamble Com- 
pany has junked it in favor of a new 
container which it believes carries 
more sales punch, while embodying 
a perforated flap which makes for 
easy opening and use. 

The new Chipso package is some- 
What flamboyant in comparison with 
the old one, abounding with balloons 
and striking phrases designed to get 
the product off the shelf and into 
the hands of the consumer. One of 
the pictured characters uses this un- 
Wual language: ‘Make washday 
*asy! Shampoo your clothes with 
Chipso.” Capitals and exclamation 
points are not scorned by Procter & 
Gamble even though regarded as old- 
fashioned by some experts. 

The back of the package is as lit- 
‘ered with words and pictures as the 
‘ront and strains at sales just as hard 
With references to “Dishpan beauty 
‘ecret,” “All household work made 
“asy,” and “Family wash is brighter.” 
Roce hew opening is made by per- 
‘rating a triangle on the side of the 
bor, the buyer being advised to “Push 


‘Nand tear back.” 


=. 


"SCHOLASTIC is the cornerstone 
of our advertising structure-for 
teaching high school students “’ 


Chas. M. Higgins & CO., Inc. 
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Three-panel display developed for manufacturer of wedding papers by Abbott Kimball Company, New York Agency. 
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Advertisers to Rally 
Around Father’s Day 


New York, April 13.—Renewed ef- 
forts to take 25,000,000 Dads out of 
the “forgotten man” class and make 
Father’s Day, June 19, a merchandis- 
ing event second only to Christmas, 
were revealed here this week, with 
many major national advertisers 
planning tie-ups with extensive re- 
tail promotion. 

Although originated back in 1909 
and an important business-getting 
promotion for many years in some 
sections of the country, Father’s Day 
is destined for a new national impor- 
tance this year, with manufacturers 
joining retailers in a determined ef- 
fort to make the occasion a red-letter 
day on the merchandising calendar. 

Assurance of support from manu- 
facturers was received here yester- 
day when 80 representatives of trade 
and industry met under the sponsor- 
ship of National Retail Dry Goods 
Association to coordinate heretofore 
disjointed Father’s Day promotion. A 
dozen manufacturers and four na- 
tional manufacturing associations 
were represented, and all promised 
whole-hearted cooperation. 


National Advertisers Active 


Among national advertisers plan- 
ning special tie-ups are Cluett, Pea- 
body & Co., Inc., maker of Arrow 
shirts, collars, and ties; Shick Dry 
Shaver Corporation; Hickok Manu- 
facturing Company, Rochester; A. 
Stein & Co., Chicago, maker of Paris 
garters and suspenders; and Inter- 
woven Stocking Company, New 
Brunswick, N. J. 

Many advertisers, particularly 
Schick, are combining Father’s Day 
promotion with June wedding and 
graduation gift copy. Schick will 
link together this three-sided gift ap- 
peal by means of panel insertions in 
all June magazine copy. 

Special Father’s Day packages, dis- 
plays, and stickers will be provided 
retailers by a number of manufactur- 
ers. Many stores will call attention 
to the coming occasion by using stick- 
ers on every package leaving the 
store for weeks in advance of the 
event. 

Cluett, Peabody will furnish retail- 
ers with layouts of its Father’s Day 
advertising for poster purposes and 
otherwise assist in store display, as 
well as devoting spreads in Collier’s, 
Life, and The Saturday Evening Post 
to the subject. Esquire copy will 
carry incidental mention. 

Hickok, which has scheduled Fa- 
ther’s Day copy for Collier’s, Esquire, 
and Life, is now making up a list of 
newspapers for a nation-wide Father’s 
Day campaign. Hickok will aid re- 
tailers by supplying mats and greet- 


ing cards to go along with gift pur- 
chases. 

Another major advertiser to lend 
support to Dad’s Day is Pinaud, Inc., 
whose vice-president, M. Michelin, de- 
clared, “I am convinced that noth- 
ing can stop it this year from becom- 
ing a merchandising event of great 
magnitude, possibly second only to 
Christmas promotions.” 


‘ 
Repackaging for Occasion 


Pinaud is repackaging three of its 
products for men in special Father’s 
Day wrappings, including Lilac Veg- 
etal, Set-Up and Eau de Quinine. The 
first two of these will be featured in 
their new packages in a full page in 
July Esquire. 

The entire issue of Esquire for 
July, on sale early in June, will be 
given a Father’s Day motif with 
cover, editorial matter, and cartoons 
supplementing advertising copy built 
around the theme, “A gift for Dad 
makes him king of his day.” 

Swank Products, Attleboro, Mass., 
will provide distributors with a vari- 
ety of publicity and display material 
and will combine Father’s Day pro- 
motion with graduation copy in Gol- 
lier’s, Esquire, Ken, The Saturday 
Evening Post, and Time. 

Lubin Weeker Company will fur- 
nish retailers with display cards as 
well as advertising its Weldon pa- 
jama line direct to consumers in Es- 
quire. Interwoven Stocking Com- 
pany, New Brunswick, N. J., will fea- 
ture its line of men’s hose in Father’s 
Day copy in Esquire. 

Trade groups actively pushing 
Dad’s Day promotion include Na- 
tional Pajama Guild, National Asso- 
ciation of Tobacco Distributors, Na- 
tional Association of Hosiery Manu- 
facturers, and National Association 
of Greeting Card Manufacturers. 

The publicity barrage now being 
formulated by various’ interested 
groups is the most insistent ever at- 
tempted. H. A. Salzman, public rela- 
tions counsel, heads the NRDGA sub- 
committee appointed to publicize 
June 19 as an occasion for remem- 
brance. 

Some 2,000 daily newspapers will 
receive publicity from this commit- 
tee, and 1,500 small city papers will 
be sent mats. Press associations and 
picture magazines will be asked to 
use appropriate pictures supplied by 
the committee. 

In addition, a separate group which 
has been operating for two years as 
the “Father’s Day Committee” and 
which characterizes itself as “a pub- 
lic spirited organization with no com- 
mercial stake in popularizing Father’s 
Day,” will carry on publicity efforts. 


Among this group’s activities is the 
lining up of state governors for proc- 
lamations on June 19 as Father’s Day. 

Western Union offices will display 
3,500 posters carrying a “remember 
Dad” message. Special rates and 
standardized messages will be offered 
as for similar but better-established 
occasions. 

Retailers have seized upon the 
event as a “promotion natural,” and 
hundreds of stores are already plan- 
ning to cooperate. NRDGA will fur- 
nish its entire membership with out- 
lines containing suggestions for indi- 
vidual store participation, community 
campaigns, posters, window and coun- 
ter displays, and general promotion. 

Tobacco and liquor companies, so 
far as could be learned here, plan no 


special tie-ups. R. J. Reynolds To- 
bacco Company, according to its 
agency, William Esty & Co., plans to 
make incidental mention of Father’s 
Day in Camel copy for June. 

To stimulate interest among adver- 
tising men and women, the New York 
Sun has offered a prize of $500 for 
the best campaign of four or more in- 
sertions promoting the idea. All en- 
tries must be received by May 10, and 
the contest is open only to advertis- 
ing people in the New York area who 
are not connected with any publica- 
tion. 


TPA Elects Officers; 


Phoenix Is President 


Edward A. Phoenix, Johns-Man- 
ville Company, has been elected 
president of the Technical Publicity 
Association, New York. Robert J. 
Barbour, Bakelite Corporation, is 
first vice-president; Keith B. Lydi- 
ard, Fred Glen Small, second vice- 
president; C. M. Neighbors, Babcock 
& Wilcox Company, secretary-treas- 
urer. 

Directors are R. A. Wheeler, Inter- 
national Nickel Company, retiring 
president; George T. Trimble, Mar- 
schalk & Pratt; T. B. Little, Steel 
Publications, Inc., and H. W. Clarke, 
McGraw-Hill Publishing Company. 


Green Starts Agency; 
Drake Hotel Nucleus 


Marvin T. Green has resigned as 
advertising director of the Drake 
Hotel, Chicago, to head a new adver- 
tising agency, Marvin Green, Inc., 140 
E. Walton place, Chicago. 

Accounts handled by the new 
agency include The Drake and 
Blackstone hotels, Chicago; The 
Town House, Los Angeles, and The 
Evanshire, Evanston, III. 


Schuler Opens Office 


Milton E. Schuler, for the past 
nine years with Wendell P. Colton 
Company, New York, has become a 
publishers’ representative with offices 
at 250 Park avenue, New York. The 
telephone number is Eldorado 5-6583. 


Olive Group to L&T 
California Olive Association has 
appointed Lord & Thomas, San Fran- 
cisco, to direct its advertising. 
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HOTEL AND BATHS" 
at the head of Bath House Row, and situated in the 
luxurious quiet of its own private park, the Eastman is an ideal stopping place 
for visitors in Hot Springs. The world famous mineral waters are available for 
bathing in a Government supervised bath house under the same roof. 500 com- 


C. EMMETT KARSTON, Manager 


HOT SPRINGS 


NATIONAL PARK 


HOTEL MAJESTIC APARTMENTS AND BATHS 
This splendid hotel offers @ complete variety of accommodati - 
able rooms and beautiful 2, 3 os 4-100m apartments. Quiet, pleasent surroundi 
Convenient to all activities—all forms of sport and recreation are readily available. 
Two fine restaurants serving excellent food. Rates are extremely moderate from $2. 


MANNING. 


INVITES YOU 


Famous Hotels 


surprisingly low rates from $2.50 single. 
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ADVERTISING AGE 


Start Ajax Beer Drive 


Ajax Brewing Corporation, Indian- 
apolis, has started a campaign in 
thet region for its product, using 
newspapers, posters, car cards and 
yadio as well as several newspapers 
in the state. John L. Reuss, for- 


merly associated with Centlivre Brew- 


ing Corporation, Fort Wayne, Ind., 
is general manager of Ajax. 


New Whisky Drive 
Alliance Distributors, Inc., New 
York, has appointed Scheck Advertis- 
ing Agency, Newark, to handle a 
campaign on House of Lords Scotch 
whisky, popular priced companion to 
King’s Ransom. Following a test 
drive, the campaign will include 
newspapers, business papers in the 

liquor field and display aids. 


DeSoto, Pontiac Use 
Movies for Promotion 


DeSoto Division of Chrysler Cor- 
poration, Detroit, has released “The 
Super Super Salesman,” a one-reel 
moving picture, starring Fibber Mc- 
Gee and Mollie, for dealers’ use. 

Pontiac Division of General Motors 
Corporation has completed three new 
sales training films: “How’m I 
Doin’” dealing with methods of find- 
ing prospects; a second comparing 
Pontiac with competitive makes, and 
a third, “The Mail Bag Proves Econ- 
omy.” ‘ 


Now “For Men” 


The title of For Men Only, pub- 
lished by Fawcett Publications, Inc., 
New York, will be changed to For 
Men with the June issue. 


Wheeler Elected by 
Albuquerque Club 


A. K. Wheeler, Sears, Roebuck & 
Co., has been elected president of 
the Albuquerque Ad Club. 

Other new officers are George 
Southern, New Mexico Paper Com- 
pany, vice-president, and Essley 
Grissam, manager of Strong’s Book 
Store, secretary-treasurer. A. M. 
Babcock, formerly with Ward Hicks 
Advertising Agency and now operat- 
ing his own advertising and art serv- 
ice, is chairman of the membership 
committee. 


Joins Wales Agency 
Jesse Thompson, formerly on the 
copy staff of Kenyon & Eckhardt, 
New York, has joined Wales Adver- 
tising Company, New York. 


Esso Marketers Use 
Their First Posters 


Posters will be used by Esso Mar- 
keters, New York, for the first time 
in a new campaign for Esso burners, 
to extend from Maine to North Caro- 
lina. 

Forty newspapers will also carry 
the copy, J. A. Donan, advertising 
manager, said. McCann-Erickson, 
Inc., handles newspaper and out: 
door, with Marschalk & Pratt plac- 
ing radio. 


New KIRO Feature 


Station KIRO, Seattle, has opened 
a remote control auditorium to serve 
as a demonstration room, model kit- 
chen and home service departments 
for cooking school and other feminine 
interest broadcasts. 


a 


ANIMAL CRACKERS 


. $1 for a full year’s service. 
is good only until April 30, 1938. 


Special Offer 


ECAUSE of the broadened editorial 
service of INDUSTRIAL MAR- 
KETING, the subscription price will be 
doubled, effective May 1, 1938. But for 
a limited time, subscriptions will be ac- 
cepted at the current bargain price of 
This offer 


INDUSTRIAL MARKETING is the 
only publication devoted exclusively to 
the preblems of those selling and ad- 
vertising to business and industry. It 


does not concern itself with the mer- 


chandising of consumer goods, such as 
foods, drugs, cosmetics, clothing, etc., 
but devotes its entire attention to the 
special merchandising, selling and ad- 
vertising problems of those who sell 
to business and industry, rather than 
to the general consumer. 


Manufacturers of machinery, office 
equipment, tools, material handling 
equipment, and the thousands of items 
used in factories, mills, warehouses, of- 
fices and stores, rather than in the 
home, find INDUSTRIAL MARKET- 
ING the only publication in which their 
specific problems of selling are dealt 
with fully and authoritatively. 


INDUSTRIAL MARKETING is pub- 
lished 13 times a year, once each month 
except October, when two issues are 
published. The regular monthly issues 
contain authoritative and informative 
discussions on every phase of selling 
and advertising to business and indus- 
try. Such topics as setting up the dis- 
tribution system, whether through dis- 
tributors and jobbers, or direct; setting 
salesmen’s quotas; hiring and training 
salesmen; use of sales letters; building 
and distribution of catalogs and other 
direct mail activities; writing and plac- 
ing trade and technical advertising; 
handling shows and exhibits; discov- 
ering new uses and markets for prod- 
ucts, and developing new products for 
new markets—these and a host of other 
subjects of practical importance to 
everyone engaged in industrial dis- 
tribution, selling and advertising are 
covered in the regular monthly issues 
by acknowledged authorities in their 
fields. 


The thirteenth issue, published Oc- 
tober 25, is the special ‘“Market Data 
Book Number,” an issue usually con- 
sisting of more than 350 pages, which 
hundreds of subscribers insist is worth 
far more than the price of a whole 
year’s subscription. This special issue 
is a veritable encyclopedia for the in- 
dustrial executive who is primarily in- 
terested in the sales end of the busi- 
ness. 


No “articles” appear in this issue. 
It is filled exclusively with statistical 
and tabular material, and has been ac- 
knowledged for more than 15 years as 
the greatest source book of market and 
publication data covering industrial 
and trade fields. Statistics on every 
field are included in the volume, so that 
everyone interested, let us say in the 
metal-working field, can turn to that 
heading in the book and find the num- 
ber of manufacturers in the industry, 
their geographical distribution, the 
value of the products they sell, and a 
wealth of additional data on what the 
plants in this field buy for their own 
use, how they are organized, and what 
they are especially interested in when 
they buy machinery, tools, equipment 
and supplies. 


Thus one can tell at a glance how big 
a market the metal-working industry, 
or any one of the 85 other trades and 
industries analyzed in the Market Data 
Book Number is for the product he is 


the current issue. 


Note: 


Sf | eee ee ee Tee eT ee - 
This offer expires April 30, 


selling, as well as how best to approach 
this field. 


In addition, the book contains a com- 
plete list of business papers of all kinds 
published in the United States and Can- 
ada. These are conveniently arranged 
by the fields they cover (all papers cov- 
ering the office equipment or building 
fields, for instance, are in one place) 
so that you can tell at a glance how 
many publications there are in any 
field, what their circulations and adver- 
tising rates are, exactly whom they 
reach, etc., etc. 


The Market Data Book Number 
therefore is in almost daily use on thou- 
sands of desks. It answers questions 
about markets and publications at a 
glance, without the necessity for con- 
sulting dozens or scores of separate 
sources. It is particularly valuable in 
setting sales potentials, investigating 
new fields for your products, deciding 
on what publications to use for your 
advertising, and in thousands of other 
ways. 


Taken together, the special Market 
Data Book Number and the 12 regular 
monthly issues of INDUSTRIAL MAR- 
KETING constitute a service for those 
selling to business and industry which 
cannot be duplicated by any other serv- 
ice, since no other merchandising pub- 
lication is devoted exclusively to those 
selling and advertising goods and serv- 
ices which are not sold to the general 
public, but rather to manufacturers, 
mills, offices, factories, stores, etc. 


Within a short time the price of this 
special service, designed especially for 
you, will be doubled. But if you act 
promptly, you may still get a full year’s 
issues at the present low price of only 
$1. Please send back the coupon at 
once, as this offer will positively ex- 
pire on April 30. 


INDUSTRIAL MARKETING, 100 E. Ohio St., Chicago 


Enter my subscription to INDUSTRIAL MARKETING, beginning with 
I enclose $1 in full payment. 
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Interesting New England newspaper copy 
used by Brooklyn baker, through Young 
& Rubicam. 
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Reveal Genesis of Cooperative | 
Campaign 


Philadelphia, April 12.—Reasons f 
behind the new “Safe Driver Re 
ward Plan” sponsored in Pennsy) @ 
vania by 31 stock casualty compa @ 
nies (ApverTisinc AGE, April 11) 9 
were explained to Philadelphia in- | 
surance agents by R. I. Catlin, vice @ 
president of Aetna Insurance Com- @ 
pany, Hartford, Conn., at a special | 
meeting in Hotel Warwick today. 

Mr. Catlin expressed the belief 
that unless accidents are substan 
tially reduced and more drivers in 
sured the states will adopt compu! 
sory auto liability insurance. He 
stated that in Massachusetts where 
this has already been done, insur 
ance companies are losing money at 
rates set by the state board. The | 
campaign is also designed to halt 
inroads of mutuals. 


Plans New Policy 


Recognizing the inability of the 
average motorist to buy “5-10-5” lia- 
bility insurance, Aetna plans $1,008 
auto insurance policies to give pal i 
tial coverage to those in the lower 
income brackets. In this group are 
young doctors, attorneys, dentists, 
teachers and other professional men 
requiring cars but temporarily 
forced to operate on small budgets. 

With only 25 drivers out of every 
100 insured, Aetna believes that the 
$1,000 “economy policy” will raise 
this ratio and at the same time 
widen the market for casualty com: 
panies. “The 25 insured drivers are 
entitled to some protection from the 
‘75 out of every 100’ other fellows,” 
Mr. Catlin asserted. 

The reward idea, backed by $250; 
000 in advertising, is also designed 
to halt inroads of mutual companies 
which, according to Mr. Catlin, are 
paying large dividends. The divi 
dends, however, are not guaranteed, 
while the 15 per cent reward 
safe drivers is automatic whet 
earned. 


Commissions Are Cut 


The cost of the rewards is beiné 
shared by the 31 participating stock 
companies and their agents. The 
latter get 7/10 of 1 per cent less 0? 
the gross value of policies writte? 
than formerly, while the companies 
contribute from 4 to 5 per cent ° 
the gross value. New business, it 
is hoped, will offset the slimmer 
margins. 

Every Pennsylvania town of 10,000 
and up is getting the campalg? 
through J. Walter Thompson — 
pany. Agents are also using 4 = 
mail campaign, with R. L. Polk i 
viding prospect lists. Aetna oan 
all costs of direct mail except pos 
age, which the agents absorb. 
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ADVERTISING AGE 31 


April 18, 1938 


JUST A LITTLE SPRING HOUSECLEANING AT WCKY 


REVIEW OF 
THE WEEK 


STUDY FASHION AT CONFERENCE 


One of the tables at the recent Esquire fashion conference. Included are 

M. Stepner and M. Adler, Kresge's Department Store; D. J. McSweyn, Henry 

i Morgan & Co., Montreal; Col. Harry Wilson Scruton, Interwoven Stocking Com- 

pany; H. Van Wyck, Henry Morgen & Co.; Richard Edwards, Jordan Marsh 

Company; A. D. Higgins, Allied Purchasing Corporation; P. Guerrieri, Kresge’s; 

John W. Mettler, president, and Harold W. Simmons, Interwoven Stocking Feeling the urge of spring, the Cincinnati radio station sawed off at the base a 230-foot tower made obsolete by recent 
Company. advances, The force of gravity did the rest. 
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ADVERTISING MEN POUR INTO CHICAGO FOR GENERAL MILLS BASEBALL CONFERENCE 
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‘ _ Bill Brown, WHO, compares notes with Conner Tunstall, Socony-Vac- ! 
uum, and Morgan Sexton, WCCO. Below are H. A. Bellows, General 
Mills; Wayne Hunt, Knox Reeves, and R. W. Heizer, J. Stirling Getchell. 


W. L. Lingle, Procter & Gamble, and R. D. 
Holbrook, Compton Advertising, pay strict 
attention to proceedings. 


Bill Slocum, General Mills contact man, 
'ssues orders. RigWt are Frank R. Casey, 
Wadhams Oil; George Walker, Socony- 
@cuum, and Frank Griffin, J. Stirling 
Getchell, Inc. 
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ADVERTISING AGE April 18, 19% 


... Why ad men 


TRUMP THEIR 


Because, from what we see of ad men these days, they’ve got plenty on their 
minds. Most of them, it seems, are wrestling with one of the four problems 
below ... If you’re not, we envy you. But if you are, we'd like to talk to you. vat 


GOT A BUDGET BOGEY?... Too many ad budgets ain’t what GOT THUMB-TACK TROUBLE? ... Is the Boss checking the sales- 


they used to be. But the Big Boss still expects the same sales 
punch as in last year’s color campaign. And the dealers still 
want color, or they won't play . . . That one’s right up our 
alley. You can now buy 4-color ads in THIS WEEK for as 
little as $1.46 per M—7 families for 1¢! 


~ £ 


GOT A DEALER DILEMMA?... Dealers are cagey about ticing up 
with campaigns today. They want ads with loca] sales punch. 
Which doesn't help you with your national job—unless, of 
course, you ‘‘buy THIS WEEK, and get BOTH.”’ Ask the bath- 
ing-suit maker whose June color page has been selling the 
trade for months already. 


men’s mileage against their orders? Making them plug the 
busy spots? And expecting his ads to do so, too?. . . They 
will, in THIS WEEK. That sticks to 24 key markets that make 
62% of all retail sales. And with over 5,300,000 copies, it 
covers 3 to 5 times as many homes as other magazines. 


GOT A MAN FROM MISSOURI?... Advertisers want to see some- 
thing for their dollars today. Not just “‘good will’’ or ‘‘cu- 
mulative results.’"" They want traceable sales, box-tops, 


direct returns, dealer inquiries . . .“‘Show ‘em’’ with THIS 
WEEK. Others are doing it, in big space and little space, with 
all types of products. Want to look at the record? 


Don’t get us wrong. We’re not selling THIS WEEK as a cure-all for today’s 

business ills. Just as a hard-working magazine whose sleeves are rolled up 

for today’s sales job . . . And because it’s not only a magazine, but an integ- 
ral part of 24 great newspapers, we say that— 


pOweR 


THIS WEEK sells BOTH sides of the counter. 


ig 
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